@ Perfect Smooth

G Pure Silver Short-

“No foolin’ ”—-it’s really here. They said it
couldn’t be done. But here it is—a triumph
of Mallory-Yaxley engineers — the new
SILENT Yaxley Replacement Volume Control.

Here is silent operation with a capital “S”.
You Can’t Hear It! There’s not the slightest
sound—not even a whisper.

Consider these features (and there are many
more) :

Perfect Smooth Tapers, feather edged to
insure elcctrical smoothness, and applied
to promote mechanical smoothness — and
silent operation.

Pure Silver Shortouts for Switch Action
—and silent operation.

‘Silver to Silver Contacts. No corrosion

—but silent operation.

Highest current carrying capacity; uni-
form characteristics, long life — and
silent operation.

Yaxley Volume
Conirol—Patent
applied for.

Taper.

outs for Switch
Action.

@ New Spring Il edge

P'revents Loose
Terminals
T J

Af Last ! a really

ILFENT

Volume Control

of course ... it°s a

10

Perfect Contact between moving arm
.and carbon element through the special
Yaxley “M” roller (that doesn’t roll). Perfect
contact for silent operation.

Low humidity and low temperature co-
efficients. Never fear “damp spots” or “hot

spots.” Depend on Yaxley for silent operation.

.Universul Application — equipped with
the famous Yaxley attachable switch—
and other exclusive universal features.

Here’s a golden opportunity for you! Take
the lead in your locality! The Yaxley “Silent”
Volume Control builds reputation and builds
business. Get in touch with your distributor
today and place your order.

YAXLEY
MANUFACTURING
DIVISION

of P. R. MALLORY & CO., Ine.
INDIANA
Cable Address — PELMALLO

INDIANAPOLIS
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ALK through any radio department

where the new Arvin Rhythm Models
are on display and you’ll find them the cen-
ter of interest. Regardless of the other
makes on the floor, Arvins attract more cus-
tomers with their pleasing design and fine
performance . . . Folks simply can’t take
their eyes away from the gracefully styled
Arvin consoles and snappy table models.
And when they hear an Arvin play, they
marvel at the beauty of tone. They like the
Arvin traveling spotlight station finder, the
high-low speed tuning mechanism, the big
reverse lighted clock face dial, the pre-

" e Lr.u: S

s eyt
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logged foreign tuning and other new devel-
opments. And when they compare the low
cost of buying the Arvin Rhythm Radio of
their choice—you’ve sold an Arvin . .. Arvin
directs customers to your store with full
pages in The Saturday Evening Post and
Collier’s Weekly—helps you build sales with
a brilliant array of display and other mer-
chandising material supplied free. Model
927, at right, is but one of 14 beautiful mod-
els for you to choose from—all-wave con-
soles and table sets—AC-DC portables—and
a fine group of battery models —$19.95
to $150.00. Order from a nearby jobber.

NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA

Hear the new Arvin Tailor-Fit Car Radio Model 38 . .. A 7-tube set with tremendous station wallop

www-americanradiohietory com
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THE GREAT
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LABYEINTH FADIO
The lor g, wiading passageway cf the
Acoustizal Labyrinth takes the olace of
the usual box-like zavity :n the ceb_net
which is the sourc: of the exaggerated
boom ir. low -~opes. It gives vou deeper
bass no es, ‘##th a new fidelity and in-
creases tie volame eapacity ard accu-
racy of the lhud spealer. (A} Saecial
acoustical meteria. also-bs urwanted
gound waves from back of speaker.
(B) Arrows indieate path of air column
which is tuned to increase bass response
(C) Exit for lowest bass notes.

A-ALL ABOARD
s /(" DROFIT LAND

THERE’S joy in
the hearts of dealers
and distributors who
join the Stromberg-Carlson group. Sales
are mounting—popularity is spreading. It’s
the season’s great profit line!

The Acoustical Labyrinth has shown people
what radio tone really can be! Features
such as Tri-focal Tuning, Carpinchoe
Leather Speakers, Indexed Knobs, Auto-
matic Sensitivity Control, Free-floating
Phonograph Pick-up, have shown them
that these Stromberg-Carlsons set a new
pace in easy and effective operation.

The wide price range— from $49.95 to
$985.00 now puts Stromberg-Carlson qual-
ity within the reach of practically every-
one. All prices slightly higherin Southeast-
ern States and West of the Mississippi.

Here is the season’s choic-
est group — "Labyrinth”
radio, with its marvelous
tonal quality, now avail-
able for every kind of
prospect.

Never has the industry
seen such distinctiveness
in table model radios.
Women are buying them
for decorative effectintheir
homes: men for a perform-
ance not previously known
in this kind of radio.

Radio sets that have the
famous Stromberg-Carlson
quality. Radios that out-
point compeli(ion. price
for price, in every instance.
Wonderful sellers—for ev-
erybody wants a Strom-
berg - Carlson, and these
are models anybody can
afford.

“There is Nothing
Finer Than a

. berg-Carlson.”
Stromberg-Carlson Telephone Mfg. Co., Rochester, N. Y. Stromberg-Carlson

tromberg

RADIO RETAILING, SEPTEMBER, 1936
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7). Mo stn_g_ncousncm. LABYRINTH o

No. 145-L No. 140.P ' No. 160-P

e, e e TR e e

; NG
(&) TABLE MODELS - THREE it ROSEWOOD, CABINETS fron 0

No. 125-H No. 130-H No. 130-R

O BﬁEAUTIFJLESEgaLES“WITHOUT LABYRINTH m

No. 58 L AC
61-LZ AC-DC

The No. 4 Automatic Fre-
quency Selecting Anten-
na Kit makes possible
maximum sensitivity and
noise reduction on all
standard and short wave
reception, Automatlcally
adjusts to tuning range in
use. More flexible than a
“built-in" system.

No. 130-M

STROMBERG CARLSON TELEPHONE MFG. CO.
L4 Carlson Road, Rochester, N. Y.

Send me the illustrated Braadside showing the new lin

RADIO RETAILING, SEPTEMBER, 1936 PAGE 3
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Featuring the Sensational

PHANTOM
-
D

\
TUNING SYSTEM

The sensational new Fada Phantom Flash-O-
Graph Tuning System is the greatest advance
toward obtaining perfect reception under all
broadcasting conditions. It is an exclusive
Fadd feature that makes possible a new stan-
dard of excellence in radio recepfion heretofore
not found in any receiver regardless of price.

PAGE 4

Reason No. 3

FADA “STREAMLINE"” RADIO 212C

192 tube All-Wave AC Superheterodyne
with all metal tube chassis. Tunes Amer-
ican, Foreign, Police, Aircraft, Amateur
and Ships at Sea. 12" acoustically fitted
Dynamic Speaker. Phantom Flash-O-
Graph Tuning System. All Walnut cabi-
net. List $149.50,

WWW americanradiohistorvy com

Reason No. 4

FADA “STREAMLINE” RADIO 290C

9 tube All-Wave AC Superheterodyne
with all metal tube chassis. Tunes Amer-
ican, Foreign, Police, Aircraft, Amateur
and Ships at Sea. 12" acoustically fitted
Dynamic Speaker. Phantom Flash-O-
Graph Tuning System. Walnut and hard-
wood cabinet. List $109.50.

RADIO RETAILING, SEPTEMBER, 1936


www.americanradiohistory.com

NEW SALES Récogpg

OF THE REASONS WHY!
Reason WNo. 1

FADA MODEL 260B

6 Tube Universal Superheterodyne
In Black Bakelite Cabinet

$ 999

A fitting comfanion radio to the Ivory model.
The breath taking beauty of the black Bakelite
cabinet wins immediate consumer acceptance.
Tunes American and Police. 8 tube perform-
ance. 5’ acoustically fitted Dynamic Speaker.
Built-in Antenna. lliuminated Aeroplane Digl.
Operates on AC-DC,

Model 260D:~1dentical radio in black Bake-
lite Cabinet trimmed with Chromium $24.95

THE LINE TO SEE AT THE SHOW
Reason Ne. 2

FADA MODEL 260V

6 Tube Universal Superheterodyne |

In Ivory Plastic Cabinet

94

No other radio in its price range offers such en-
thralling beauty, unsurpassed performance and
thrilling features. Tunes American and Police.
8 tube performance. 5’ acoustically fitted
Dynamic Speaker. Built-in Antenna. [llumin-
ated Aeroplane Dial. Operates on AC-DC.

Model 260G: — Identical radio in Ivory
Cabinet trimmed with Gold . . $24.95

Fada offers the vadio dealer the most complete line of Bakelite and Plastic models,
ranging from $19.99 to $49.95. Fada table and console models range in price from
$24.95 to $169.50 and offer the dealer a real “‘profit maker” in every price class.
FADA RADIO and ELECTRIC COMPANY
Long Island City .. . New York

RADIO RETAILING, SEPTEMBER, 1936 PAGE 5
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RADID INDUSTRY SEETHES WITH INTEREST AS
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NOON ADJOURNMENT of General Household’s recent two-

day Executives’ Conference. “Floor traffic’” was terrific as dis-
tributors, amazed at sensational new radio values, crowded
around models on display. Even radio veterans couldn’t help
twirling TELEDIAL! Sure proof here of the drawing power this
amazing “self-tuning” feature will have with your prospects.

=%

THE EARNEST GENTLEMAN in the white suit is E. E.

Forbes of Birmingham. The camera caught him telling Harry
Alter of Chicago: “We'll sell ’em faster than they can build
’em.” Next day Harry showed the lire to Chicago dealers and
took immediate shipment orders for over 1700 sets.

was Dave Reddaway (center) of People’s Outfitting Company,
Detroit. He came via plane after hurry call from Leonard Turn-
bull (right) Grunow distributor in Detroit, advised him Grunow
had lifted the lid on radio values. Mr. Reddaway pronounced
new Grunow sets exactly the kind of merchandise retailers need
to overcome mail-order chain competition.

NEW GRUNOW “TELEDIAL TWELVE”. . .
Automatic Tuning ... Accurate to A Hairline, 15
Stations in 15 Seconds! A Twelve-Tube Set ... Metal
Tubes, 12-Inch Speaker ... All-Wave, All- World Re-
ception . . . Patented "“Violin-Shaped” Cahbinet

AND NEW GRUNOW “ELEVEN®. .. An Eleven-

Tube Radio At The Price Of A “'Six”'! All-Wave, All-

World Reception . .. Metal Tubes! 12-Inch Speaker
.. ."Violin-Shaped” Cabinet

ALSO ... New 1937 Grunow Radios For Farm . . .
Boat ... And Camp Use

PAGE 6 RADIO RETAILING, SEPTEMBER, 1936
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GRUNOW PRESENTS “TELEDIAL 12" AND “ELEVEN!"

GRUNOW

-

GRUNOW

M r T Vil

o

LEADING CHICAGO STORES rush to display TELEDIAL—Almost

before the Executives’ Conference was over Chicago’s biggest department
stores were devoting whole windowsto Grunow “Eleven” and “TELEDIAL
Twelve.” The above photo shows how one famous Loop store went into
action. Sales zoomed within 24 hours after the display was put up.

L1 o

SHIRLEY TEMPLE WAS THERE! This cutout ofthe

beautiful little 20th Cenrury-Fox star, in natural-color, . . s
astounded distributors with its lifelike attractiveness. RUNOW has done in radic what Ford did in the auto-
This display and a smashing tie-up plan featuring mobile business! With a revolutionary new policy

Shirley and her forthcoming picture, *“The Bowery . .
Princess,” are now available to all Grunow dealers.  Of concentrated mass production! A line composed

exclusively of proved price and quality leaders.
SHUOK THE RHDIO WBRLD! Grunow dealers can now concentrate on a few
fast-selling strongly-advertised items—four con-
sole sets, one table model! Priced $19.95 and up!

And —Grunow gives you TELEDIAL! Radio's
hottest feature sensation for 1937. Nationally
advertised as the "self-tuning” radio—with
Shirley Temple as the TELEDIAL ad-girl!

With TELEDIAL-—record -breaking values—
and powerful promotion, Grunow will make radio
history in 1937. Let us give you the details. Get
in touch with your nearest Grunow distributor,
o1, mail us the coupon below. Do it today!

WIRE DISTRIBUTOR OR MAIL THIS COUPON

General Household Utilities Company
2668 North Pulaski Road, Chicago, Illinois

Please have my nearest Grunow distributor get in touch with
me at once. Meantime send big counter catalog of new 1937
Grunow radios showing all selling features.

RADIO RETAILING, SEPTEMBER, 1936 PAGE 7
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Your market measured—

Our promise kept

Ten years ago this November, the National
Broadcasting Company was launched
with this statement of its first Chairman
of the Board, Mr. Qwen D. Young:

"'THE market for receiving sets in the future
will be determined largely by the quan-
tity and quality of the programs broadcast.
“We say Quantity because they must be
diversified enough so that some of them will
appeal to zll possible listeners.

“We say Quality because each program must
be the best of its kind.

“The purpose of the National Broadcasting
Company will be to provide thebest programs
available for broadcasting in the United States.”

* Kk Kk

Through ten years, the National Broadcasting
Company has hewed to its purpose without
swerving. Programs still come first. And NBC net-
work programs have won the largest audience
in the world, as proved by countless polls among
radio listeners.

These programs have done more to sell the
better types of receiving sets than all the high-
powered salesmanship we could command.
Dealers know this, and are alert to use the appeal
of the “Big Name” NBC network stars in putting
over the sale of a higher-priced set.

So we say now, “Get the line-up of the great
NBC Ten-Year Anniversary Feature Programs.
Familiarize yourself with the finest all-star
schedule of radio programs ever offered to your
prospects. Talk them up — and watch your sales of
fine sets step right along with them!”

Listen to the RCA Magic Key Program on the NBC Blue Network, Sundays 2 1o 3 P. M. Eastern Daylight Saving Time

NATIONAL BROADCASTING CO., Inc.

A Radio Corporation of America Service

NEW YORK CHICAGO .

PAGE 8

WASHINGTON .

SAN FRANCISCO
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“Radio’s greatest dem-
onstration display” —
dealers call this11 col-
or salesmaker. Provi-
sion is made in lamp
shadeforelectriclight-
ing. Display accommo-
dates any American-
Bosch Personal Radio.
Flanked left and right
by an American-Bosch
Console, it’s_a _radio
department ia itself.

éi@é 75 Look u?
DELIGHTFUL TO HEAR

——

PICTURE THIS SET-UP...in your store

WHAT do you need for greater Success in the Radio Busi-
ness? Strong selling bhelps! American-Bosch offers you such
dynamic helps as the amazing 11 color demonstration display
illustrated above—it sells radio sets. Sound merchandise! Ameri-
can-Bosch CentrOmatic Radio headlines 24 all-star features, with
the spotlight on the “*Autcmatic Maestro.” Beautiful cabinets!
American-Bosch brings you radio sets that are captivating in

SEND THIS
~w | COUPON TODAY

'-----.--.J------ ESEEseaETECCaETrDSGan

UNITED AMERICAN BOSCH CORPORATION
SPRINGFIELD, MASS. Lept. RR-9
Please send copy of “Success in the Radio
Business”’ containing complete information
about the new American-Bosch line.

every detail of line and finish. National and local advertising N,
cooperation! Intelligent pricing! Unquestionable dependability! i
American-Bosch brings you these and more! You want sales— Address...._.

mail coupon at right for your “Success in the Radio Business.”

American-Bosch Radio is licensed under patents and applications of R. C. A. and Hazeltine Corp.

RADIO RETAILING, SEPTEMBER, 1936 PAGE 9
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P.R.MALLORY & CO.Inc.
»

Replacévmént Condensers

are Surge-Proof

Surge-Proof — because an exclusive
Mallory development makes use of the
“Constant Wattage” characteristic of
radio power packs to keep surge voltage
well below the danger point.

That’s a big help! You will never “get a
pain in the neck” from high surge troubles
when you use Mallory for replacements.

“Surge-Proof” is only one of the many features
of Mallory Replacement Condensers — they have
greater efficiency; are humidity-proof; built to meet
high temperatures; easy to install because of small-
er sizes and the exclusive Mallory Universal
Mountings —a combination of advantages that

only Mallory can offer.

Twenty Minutes Reading
Saves You Hours of Servicing

Read the Mallory Replacement Condenser Manual !
A 94-page book —but only twelve reading pages
(reading time: 20 minutes) gives you the com-
lete story, —shows you just how the Mallory
%niversal Replacement idea saves you hours of
servicing and insures real profits from the finest
servicing any man can do. You owe it to yourself
to study this manual.

Everywhere service men are saying —"a swell help
—the Mallory Manual and Mallory Parts™, . .*“In-
valuable for the best service”. . . Worth its weight
in gold”...“Mallory Condensers can really take it”
...l can depend on Mallory”. .. We receive thou-
sands of such letters from satisfied service men. It
is proof positive that Mallory Replacement Con-
densers for universal replacement service have what
it takes to produce quality service, solid profits
and satisfied customers,

Use Mallory Replacement Condensers— ask your
distributor now |

Two Examples of New Mallory Universal Replacements

BLACK BRO

NOTE: UR 188 = UA 188 EXCEPT FOR CARTON

INDIANAPOLIS

MALLORY

P. R. MALLORY & CO., Inc,
INDIANA
Cable Address—PELMALLO

PAGE 10
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THE RADIO MONTH

TRADING UP TREND

Better grade radio sets are selling
faster to the consumer than the low-
priced numbers on which dealers had to
build sales volume at this time last year.
That news is really more significant
and more encouraging than the mere re-
port that numerically more seéts have
been taken by distributors and dealers,
particularly so because it applies not
just in isolated spots, in big cities or
boom centers, but seems to hold true
quite generally throughout the country.

In fact, that trading-up trend was evi-
dent throughout a swing around a cir-
cuit which embraced such large cities as
New York, Chicago, Philadelphia, Balti-
more, Cincinnati, Indianapolis, Milwau-
kee, St. Paul, Minneapolis, and perhaps
30 smaller cities and towns in between
and which included visits to manufac-
turers, distributors and no less than 100
dealers of every type, large and small.

PROFITS RISE

To put it in bold figures, the price
range of the most popular sellers has
moved up about 509, namely from the
$25 to $50 bracket to the $50 to $75 level
and many dealers report that this sum-
mer it was easier to sell sets in the
higher price range than last summer at
the lower figures.

With the average of selling prices
definitely up, profits on sales of course
are up in proportion and seeing a chance
to get profits in bigger chunks, more
dealers seem to be determined to keep
them. There is one place where manu-
facturers and distributors still have a

gigantic job to do,—in that matter of
helping dealers to keep their profits.

Too often it is overlooked that in busi-
ness today as always PROFITS MAKE
THE MARE GO and consequently the
manufacturers and distributors who help
their dealers keep the profits also help
themselves because they will get more
efficient and effective selling, more satis-
fied consumers and incidentally they will
have less shifting of dealers which means
lower selling costs and higher net
profits.

TRADE-INS TRIMMED

Trimming trade-in allowances is one
means of keeping profits that many wide-
awake dealers are adopting right now
with good results. When the public
switches from cheap goods to the better
grades its a sure sign of optimism and
optimism always is accompanied by a
softened resistance when it comes to the
amount of a trade-in allowance. That
holds true whether a radio set, a piano
or an automobile is involved and no
smart dealer overlooks this fact, but
simply trades up on new sets and trims
down on trade-ins.

SNIFFS AT SPIFFS

Spiffs, a skeleton of the industry that
Radio Retailing (May 1936) dragged
out of the proverbial closet, bids fair to
be rattled to pieces and clatter into
oblivion as the result of the timely
exposé and the discussions that have fol-

———MAANN 2 aricanradinhictony, ~am

lowed. And it looks as if that is going
to happen quite without the benefit of
the new set of Fair Trade Practice rules
which the radio receiving set industry
has propounded in cooperation with the
Federal Trade Commission and which
will come up for public hearing late in
1936.

A field survey just completed by
Radio Retailing indicates that not only
every honest and wide awake dealer but
also the conscientious salesman resents
the practice that has been forced upon
them.

Here are some of the candid com-
ments, made by dealers who were asked
to give their opinion, “I don’t like that
kind of dealing.”—“They should let us
run our own business and deal with our
men as we want to.”—"“Why don’t they
give us the discounts they can afford to
give in a straight above-board manner.”
—“I went to Cuba with the crowd be-
cause I had the chance but for the good
of my business I would rather have seen
that money spent over my name in the
local newspaper.”

And dealer’s salesmen, who had been
getting distributors’ or manufacturers’
hand-outs in cash or in checks mailed to
their house, frankly admitted that they
took them because they needed the money
hut that they would much rather get such
“extras” or “bonuses” straight from the
boss instead of through round-about
channels.

Yes, wherever we went we heard
plenty of sniffs at spiffs.

But—more of that anon.

O. FRED ROST
Editor
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If cheap merchandise is all you

advertise that’s what you’ll sell!

WAAMA-ARerieanracieahistarn-eom

BAIT

SAILOR, broke after a few

days shore leave, was asked
what he did with his money. “Some
of it went for liquor—some of it
went for women—and the rest I
spent foolishly,” was his reply.

Within a few weeks radio dealers
will start their major 1936 promo-
tions. How many will let their pro-
motion money slip through their
fingers on foolish propositions? How
many, like the sailor, will spend their
funds on things that eventually will
result in their own ruin.

Recently the Chicago Better Busi-
ness Bureau listed 29 Chicago radio
and electrical dealers whose adver-
tising had plainly a bait flavor. All
too well it called attention to a grow-
ing tendency that promises to foul the
major appliance field if continued.
For bait propositions carry the kiss
of death, What has become of the
real estate salesman? The gold mine
specialist? Gone, all gone, because
the public came to regard their ac-
tivities as a racket. So will it be with
major appliances, if we are not
careful.

Take Easiest Way

It was simply a case of bait ad-
vertising being the easiest way with
these Chicago dealers. Most of
these firms were manned by aggres-
sive, worthwhile men. They never
figured, as in Charles Lamb’s story
of roast pig, that they were burning
down their own houses for kindling
wood.

Bait advertisers, like the noble
redskin, bite the dust. In a few
years they are themselves scalped.
And the sad part is, the smell they
leave behind spoils business for
everyone else.

A belief that the public is 100%
sucker misleads many a good mer-
chant. We're all suckers for the
other fellow’s racket until we catch
on.  Fortunately, it so happens
that the public catches on to bait
propositions and wholesale selling
quicker than anything else.

Many a merchant, whose personal
word is as good as gold, gives his
O. K. to a shady promotion because
he simply does not understand what
advertising is. He never thinks he is

RADIO RETAILING, SEPTEMBER, 1936
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Strictly price appeal hammers down indus-
try’s level, starts quarr :ls on the floor over
nailed-down merchandise and ecventually
takes the snap out of all promotion

says

W. M. EGAN

President, 1llinois Radio &
Electrical Dealers’ Ass'n.

Interviewed by Tom F. Blackburn

90%,
87,

1%
23%

4%,
349/,
229,

29%,

359,
22,
229,

A
109

The Trade's Experience With
"*"LEADERS "'

USERS
(41% of all radio dealers have used bait advertising)

consider the practice destructive but a competitive necessity
saJ' promotion of cheap models increases store traffic

advise that the public no longer responds in any number
have discontinued use of ads in the last year

METHODS

use discontinued models of standard lines, make a slight profit
obtain merchandise manufactured especially for this purpose
deliberately advertise sets near cost to attract trade

NON-USERS
(59% of all radio dealers have avoided bait advertising)

refuse to hammer down the consumers' idea of what radio
should cost

contend that standard lines now offer all the value needed
believe that widespread use of leaders robs idea of sales value
are frankly afraid of backfire on the sale of cheap merchandise
feel that leaders cannot produce a business profit

SUBSTITUTES

(To increase store traffic, dealers make the following suggestions)

say more national and local advertising of standard brands is
essential

believe emphasis on large sets and better allowances will do
the job

think more effective sell-up effort is the soundest answer
advise that annual or semi-annual clearances are effective
feel that more attractive time-payment terms solve the
problem

* August survey by "Radio Retailing"
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ADVERTISING BOOMERANGS

soiling his own front porch. He
does not know that advertising is
merely an economical means of
putting his own personality in many
places in a short space of time. One
authority has summed up adver-
tising as something like this:

Cost Number per day
Personal calls... $2 per call..... 8 to 10 a day
Personal letters. 35¢ per letter.. S0 per day
Direct mail..... 5¢ per piece.... 5,000 per day
Advertisements. 1/100¢ per adv. 1,000,000 or more
per day

In short, what a man puts in print
is simply an extension of his own
personality. He will be personally
blamed or praised in the same pro-
portion,

Whole Applecart Upset

Any man who runs a store has
been tempted to run a little bait copy.
He says to himself, “This will get
me some cash quickly.” TUnfortu-
nately he doesn't foresee the head-
ache in every bottle. The minute a
house starts shooting phony propo-
sitions, it can definitely count on this:

1. Hostility from other merchants.
2. Quarrels on the floor over
“nailed down” merchandise.

3. Dissention among salesmen who
carry the burden of making the
“switch.”

4. Unpleasant relations with pros-
pects, who grow suspicious of
the store.

5. Attraction to the store of the
least desirable prospects, such
as shoppers and sharps who
hope to trim the merchant at
his own game.

6. A money loss on every custo-

mer who “takes the bait.”

Eventual failure of all promo-

tions as word gets about and

dishelief in store’s integrity
grows.

N

Wholesale selling, while not hav-
ing the unpleasant kickback of baited
propositions, eventually results in a
merchant not being able to get list
prices on anyvthing. Once he cuts, he
must always cut, for the “sucker”
public passes the fact along via the
grapevine telegraph.

It is doubtful whether “bargain”

(Please turn to page 44)
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GRIEF BEGINS
PPY

S L O

SHORT time ago I received
the following telegram from a
radio and appliance dealer of my ac-
quaintance operating four stores in
an eastern city of 500,000 population :
“Business running tn red despite
good volume. Can you come at once
to advise?”
Responding to this SOS, I arrived
next day. A survey of the opera-
tion revealed the following facts:

1 Mark-up appeared too low and

. collections on accounts receiv-
able were poor. Further in-
vestigation showed that this
condition was brought about
by excessive trade allowances
and long terms on time-pay-
ment sales.

2 Down-payments were too small

.and cash sales in proportion to
time sales too few. The ratio
of cash-to-time sales was al-
most 1 to 10 whereas 1 to 5
is considered a normal condi-
tion.

Monthly collections were com-

3,ing in at the rate of 10 to 11
per cent on the outstanding re-
ceivables when, due to the
small average unit of sale, they
should have been 3 to 4 per
cent higher.

The condition brought on by
4. facts 2 and 3 made it necessary
to secure outside financing con-
tinuously and permitted no op-
portunity to build up a cash
reserve outside of that held by
banks and finance companies.

Immediately apparent was the fact
that this state of affairs was directly
attributable to either laxity in selling
methods or too intensive competition.
Shopping tests of competitors dis-
proved the latter assumption. This
“put the finger” on selling practice,
the root of most retail operation evils.

All salesmen were paid a salary
of $20 per week and a straight com-
mission of 2 per cent on sales, re-
gardless of the type or quality of such
sales. The total average remunera-
tion was $140 per month. There was
no incentive other than the boss’ ap-
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SELLTING

Salesmen should be rewarded for contracts

particularly profitable to the house, penal-

ized for costly deals

By George M. Solomon

probation to induce the men to turn
in a better grade of sale. And no
penalties were attached to the con-
summation of poor sales. The quality
of the sale was not important to the
salesmen, only the size. For remu-
neration was based solely on volume
produced.

I set about immediately to correct
this condition at its source by insti-
tuting a scale of commissions which
would reward the closing of good,
clean and profitable sales and penalize
indifference and carelessness. The
scale set up is reproduced in these
pages. It is so featured because I
believe it to be essential in the re-
tail radio and appliance bLusiness.

Now, to analyze the reason for in-
dividual incentives:

Down Payments Increased

Previously, when a sale was about
to be closed the salesman virtually
let the purchaser make his own terms.
Salesmen were instructed to ask,
henceforward, for 25 per cent down.
In many cases this was acceptable to
the customer. Where the buyer de-
murred the required payment was
gradually scaled down, the salesman
resisting all the way.

The natural result was to secure
numerous large down payments,
whereas previously almost no down
payments of over $5 were secured.
Why should salesmen exert them-
selves to get a substantial down pay-
ment? The incentive offered for
doing it hit the men right at the most
vulnerable spot . . . the pocketbook!

It is almost axiomatic that when a
large down payment is secured there
is less chance of default on the part
of the purchaser. At any rate, when

WANNY americanradiohistory com

a large part of the purchase price has
been paid in, it is not a total loss-to
replevin the merchandise when such
steps become necessary. Credit man-
agers know that when less than 35
per cent is paid in it involves a loss
to revert the sale due to obsolescence
and attendant expenses.

A strenuous effort to secure sub-
stantial down-payments weeds out
many otherwise undesirable risks and,
if secured, induces the credit man-
ager to look much more favorably
upon applications which might other-
wise be rejected. It has been my
experience that when down-payments
over 15 per cent are secured the
credit is almost invariably good.
People who lay so much money on
the line generally have good inten-
tions.

After the salesman has taken the
order with a very small or no down-
payment it is almost impossible to
raise the purchaser to a higher sum.
The damage is done. In many cases
the buyer, under such conditions,
goes away in a huff and, as a gesture,
of revenge, buys from a competitor,
making a substantial down-payment!

The following actual figures indi-
cate the effect of the incentive method
when applied in the case under dis-
cussion to correct credit and collec-
tion losses:

6 Mos,
Before After

Credit applications re-
jeeted ............... 24.0% 19.5%
Reverts (all types).... 8.0% 29 *
Tosses (skips, ete).... 9% 8%*

* Figured against accounts receivable.

Terms Shortened

When a time-payment purchaser is
left to select his own terms he will,

RADIO RETAILING, SEPTEMBER, 1936
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$100 or r—ove! :5'

Al sales—under £, down

Balances $36 to $59—& months or less V5%, extra
Balances $60 to 399—9 months or less %%
Baances $100 and ovei—I12 months or less extra
Balances $100 or less—over one year deducted
Balances $101 or more—less than $8 monthly deducted
Balances $150 or more—less than $9 monthly deducted
No payments accepted less than
$4.50 per month or $I weekly

of course, select the longest possible
time to pay and the smallest monthly
or weekly payment. Many people
are well able to pay cash, or to clean
up a transaction in from three to six
months. - If the salesman is inditfer-
ent to this fact almost every contract
written will be of the long-distance
type.

The effect on the finances of any
business is obvious. But . . . when
the salesman knows that by exerting
a little extra effort to reduce the time
of repayment he will be rewarded by
one or two dollars extra he will be
his own policeman, continuously on
guard. Many smaller sales with
balances of about $50 will be paid
in less than 90 days, making it unnec-
essary to rediscount them. They
will be, in effect, cash sales.

The {following chart aptly illus

DELIVERY

Delivery in less than 48 hours
Out of town deliveries on wrong days

2% deducted
l deducted

TRADE ALLOWANCES

Where the exces: allowance over the appraisal value
exceeds 109, of the total sale

Where the appraisal value of ‘the trade-in is 10%, or
more greater than the trade allowance (figured

deducted

trates the effect of the incentive sys.
tem six months after its introduction.
The average results are, obviously,
well worth the effort. Volume did
not, in this case, suffer:

Before After
Down payments....... 525% 11 %
Collections (acets. rec.) 11 % 14.5%
Excess allowances..... 5 % 1 %

Trade Allowances Reduced

The trade-in is the bugaboo of the
radio industry today. No two mer-
chants handle this problem in exactly
the same way. Some set an arbitrary
maximum and others try to allow the
actual appraisal value and no more.

Allow what you must for trade-ins
to get the business but, also, have a
limit determined by the discount on
each item of new merchandise. Tt
is my opinion that unless the cost
of the new item is received, plus the
cost of doing business, leaving the
trade-in as the potential profit, a loss
is certain to be incurred. Two sales
to make one profit is bad enough.
There should, really, be a net profit
on the new item as well as on the
resale.

Trading down and taking part of
the cost of the new item in the form
of the trade-in is highly dangerous

RAD!IO RETAILING, SEPTEMBER, 1936

against total sale)

CASH SALES

Calculated same as time sales (discounts considered

trades)

practice. It is, indeed, gambling.

The salesman, in his anxiety to
make a sale and get a commission,
frequently goes overboard on his ini-
tial offering for the trade-in. By the
time the manager is called in to ap-
praise the trade it may be too late
to save the profit. That is why a hal-
ter in the form of a penalty is neces-
sary. When a salesman knows that
his commission will be cut because of
an excessive allowance he will he
extremely cautious in his opening
offer. And when he finds it neces-

sary to bargain around a bit in order
to meet competition there will still
be room to go.

A conservative offer for a trade
will be prompted by the chance to
gain an added commission. Remem-
ber this fact . . . Every cent of the
trade allowance over the actual value
of the trade comes out of the net
profits. There is no dodging this very
important fact:

Study the following actual record:

Only sales figures are here shown.
These figures are directly affected by

= ——

(Statement for the month of July, Store No. 4)

Home sets............... P
Auto radios. ........... ... .. ...

Refrigerators
Auto service (lab. & mat.) ............
Other allowances..............

Bad debts reserve......................

TOtAlS 420 e Sbo e die 5 TXESE

WAMM-adeLicalradiohistons com

Sales Gross Profit Percentage
$3,278.55 $1,408.98 45.7
5,443.04 2.322.33 427
894.15 321.56 36.
1,519.25 911.55 60.
(440.90)
(480.69)
§11.132.99 $4.120.83 371
F . _]
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the type and quality of sales made by
the men. Their etforts are directly
reflected in the gross profits. Of
course, it is possible to lose money
on the above type of business if other
cost factors of the Dbusiness are out
of line.

Because of the chain method of op-
eration some of these figures may not
fit a single operation but no matter
what the type of operation they il-
lustrate that cach individual sale di-
rectly affects the gross mark-up.

The service item may be left out
entirely as the percentage of profit
shown does not include this figure.
It is mostly labor and in succeeding
months will fall off in this individual
instance due to the necessity for ren-
dering free service for ninety dayvs
on the auto installations.

Delivery Cost Cut

Some dealers may wonder why it
is necessary to penalize a salesman for
rush delivery promises. The answer
is indisputable.

Credit checking is a vital part of
every radio and appliance dealer's
business. In some cases the finance
company assumes this function. Time
is essential in credit investigation.
Many credit agencies make an addi-
tional charge for special, rush re-
ports. This charge rapidly mounts
into important money, coming as it
does on all types of husiness, both
acceptable and reject.

If a salesman promises a rush de-
livery it becomes necessary for the
credit manager to do one of two
things:

1. Reach a hasty conclusion or,
2. Hold up delivery until additional
information can be secured.

In the first case an unworthy risk
may receive the merchandise or a wor-
thy applicant may be rejected due to
lack of sufficient credit information.
Further investigation may show that
a good sale was turned down and hoth
the house and salesman are out this
much business. After all, a credit
man is human and when in doubt, he
is liable to turn down an application
rather than jeopardize the firm’s
money and his own record.

To hold up delivery until addi-
tional information can be secured is
risky business. The customer has
been promised delivery and a hroken
word is rarely forgiven. Nothing an-
tagonizes a purchaser more than
failure to deliver as promised. Very
often cancellations result.  Strange
as it may seem, a man may be with-
out a radio or a refrigerator for
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vears but after he has placed his or-
der he wants it at once, refuses to
tolerate delivery delay.

And when deliveries are made out
of town it is very often prohibitively
expensive to go long distances every
day just to truck one or two pieces.
Trucking costs plenty of money. Very
few organizations can let it run wild.
In order to hold down delivery ex-
penses it is necessary to have regular
days for out-of-town rums. Unless
the salesmen cooperate this is impos-
sible.  Of course, there are unavoid-
able exceptions. But you may be as-
sured that if the salesman is penalized
he will make every effort to cooperate
with the house in this matter. The
resultant saving will show up in the
P & L statement.

Figures shown in store four’s
statement for July indicate a healthy
percentage of gross profit. The un-
usually large mark-up is caused by
the profitable re-sale of trade-ins on
both auto and home radios. It is
visible proof that salesmen have now
proceeded both sensibly and cau-
tiously in the matter of allowances.
The mark-up on refrigeration is about
normal.  Trades in this item have not
vet become a serious problem but the
very small volume in comparison
with other types of business would
seem to indicate a definite sales short-
coming in this particular store. It
happens, however, that it is normal
as this store is located in a down-
town center, in the heart of automo-
bile-row. Location also accounts for
the heavy sale of auto-sets.

Note the substantial sale of serv-
ice. This store took care of the auto
installations and service for the other
three, for which it charged $3.50 each.
Outside installations were solicited
and paid service done for individual
car owners.

Overhead, Another Story

Some may say that the baich of
facts and hgures included herein will

not indicate net profits. They are
right.  That is another story. How-
ever, to discuss expenses hefore

sales is putting the cart before the
horse. And we are concerned, in
this instance, with reduction of costs
controlled largely by selling practice.

Direct selling expense should not
be over 50 per cent of the entire pav-
roll, which, in turn. should not he
more than approximately 50 per cent
of the total cost of doing business.
In the retail specialty field the other
half of the operating expense should
and must cover everything else and,
believe me, it is a lot. With an av-
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erage mark-up of 37 per cent and a
reserve of about 5 per cent for bad
debts and other incidental items added
to at least 5 per cent taken out for
profit, there is permitted a total cost
of doing business of 27 per cent,
of which the direct selling cost
should not be more than 6} per cent.
Total payroll should not exceed 13
per cent.,

“What about the outside sales de-
partment ?” yvou may well ask. “Out-
side men must be paid up to 10 per
cent straight commission.”” True
enough.  But in this case don't figure
rent, light, heat insurance, window
display, etc., in the estimate. Tt will
be found that these items overbalance
the 3% per cent differential.

Remember this: The sales depart-
ment controls expense only to a
point. Beyond turning in good, clean,
profitable sales it cannot control the
other functional expenses of a busi-
ness. However, most good things . . .
or bad . originate at this point.

Trouble of the variety here de-
scribed is a daily occurrence and is
not only widely neglected hut rarely
considered in terms of dollars and
cents per man on the floor. Where
the organization is not cognizant of
such figures it must compare the per-
formance of two men solely on the
basis of volume produced. Yet one
man might be saving money for the
house and the other throwing it away.
Take the following record, for ex-
ample:

Salesman X Salesman Y
Volume (per
month, §).... §3000 £3000
Down-payments i
$&%)...... § 300 10% £ 150 5%

Terms (average) 8 mos. 11 mos.
Excess Trade
allowances... & 120 49 $ 130 5%

Under the old system of remuner-
ation both men would receive the
same monetary reward for sales.
However, Salesman Y is obviously
lagging, riding along with the tide.
Salesman X, hecause of higher down-
payments, saves the firm the discount-
g of $150 at 6 per cent. This
amounts to $9. Because of his shorter
terms Salesman X also saves dis
counting of $2700 for three months
at 14 per cent. This adds another
8§35, And his lower trade-in allow-
ances save $30. The total saving of
X as against Y is $74.

Under the incentive system Sales-
man X would receive bonuses for
better quality sales while Salesman
Y would be frequently penalized.
After one or two months of the sys-
tem Salesman Y would see the light.
The house would be the beneficiary.
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The New

KADETTE ;5
( /vsvic RADIO

Beauty heretofore unheard of in radio—
beauty from any angle—front or back
—places the new Kadette Classic high
among the world’s finest products.

Entirely new form, color and texture
combine to produce the most beautiful
compact radio of all time . beauty
created with crystal-like translucent
grilles of Tenite, set off by backgrounds
of Plaskon and Bakelite in harmonious
colors. Three different plastics used in
radio design for the first time.

Four distinct color combinations fit the
Classic into any room in any home. For
the boudoir there is a pamcularly
unusual color scheme—delicate ivory
with top of canary yellow and amber
grille. For the modemn room there is a
striking combination of black body,
brilliant red top and grille in ivory.
These are but two of the four color com-
binations—others are equally attractive.

Truly, in the realm of fine design the
new Kadette Classic merits a high place.

EQUALLY BEAUTIFUL, FRONT OR BACK + « SIX TUBES  » SU?ERHETERODYNE
«+» AC OR DC OPERATION « « ILLUMINATED ENCLOSED DIAL - « SEVERAL
EFFECTIVE COLOR COMBINATIONS ¢« « AUTOMATIC VOLUME CONTROL
COMPLETE

On Display—Radio Exposition, Grand Central Palace, N. Y.
THE KADETTE LINE FOR 1937 COMPRISES 23 FAST-SELLING MODELS—FROM COMPACTS TO CONSOLES
INTERNATIONAL RADIO CORPORATION - 513 Williams Street - ANN ARBOR, MICHIGAN
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Did YOU Know that
. THE WORLD’S LARGEST MAKER OF SMALL RADIOS

Now Produces the World’s Greatest Values in

'{ CONSOLES?
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“RE-CREATES THE ARTIST
IN YOUR HOME"
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9 Console Models=
$44.95 to $129.95

4 Radio and Phonograph
Combinations —
$59.95 to ¥149.95

20 Compact and Table
Models =
$14.95 to $89.95

4 Battery Receivers=
EMERSON Model D-146 — 10 Tubes——Hig/x Fu[elity $29 95 to $54 95

— IS Watts output — 15”7 Dynamic Speaker —
Gemloid Time-Tuning Dial
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Longer Discounts — and a more liberal advertising preposition than ever before is only ONE of the many attractive
features of the 1937 Emerson Dealer Proposition. Consult your nearest Emerson Jobber or write to us for details.

EMERSON RADIO AND PHONOGRAPH CORPORATION, 111 Eighth Ave. New York, N. Y.
The EMERSON Line Also Comprises Models for Every Foreign Market. Cable Address: EMPHONOCO, N. Y.
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FI1GURES

RADIO RETAILING’S MONTHLY
BUSINESS BAROMETER

BROADCAST MONEY

Seventeen advertisers bought more
than $500,000 worth of NBC, Colum-
bia and Mutual broadcast advertising
during the first 6 months of 1936, ac-
cording to “Printer’s Ink”. Here is a
list of the heavy money spenders:

Proctor & Gamble. .. .. .. $1.399,962
Standard Brands ..... . 1,123,360
Ford Motor ........ .. . 1,013,051

Colgate-Palmolive-Peet 885,204
Sterling Products ............. E 863,749
American Home Produets.......... 755,726
Pepsodent ................... 921,589
General Foods ..................... 676,763
American Tobaecco . 639,980
Campbell Soup .... . 633,653
Miles Laboratories .. .. 595,491
Wrigley ........... ... L 579,856
General Motors .............. 548,516
Lady Esther ................. ... 544,511
Liggett & Myers................... 540,685
Reynolds Tobacco 526.595
General Mills ... ....... .. ... ... 509,245

These figures represent time charges
alone. Talent costs were extra

THREE COMPANIES GAIN

From RCA Victor comes word that
set sales in the first seven months of
this year, just tabulated, tripled vol-

RADIO EXPORTS - JAN
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Jan.-June 1935-270,176
Jan.-June 1936~ 289 703
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Units, Thousands
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ume obtained during similar period of
1935. In July this company shipped
three times as many receivers as were
put in the cars during July 1935.

Cornell-Dubilier reports an increase
of 300 per cent for the first three
months of 1936.

Kelvinator shipped 297,435 units in
the ten month fiscal period ending July
31 as compared with 222,336 {or the
corresponding period last year, an in-
crease of 33.8 per cent.

MAINE, MONTANA, ARIZONA

The Department of Commerce, now
compiling a retail summary of sales,
all classes of business, all states, fur-
nishes the following preliminary fig-
ures:

In Maine 101 household appliance
and radio stores sold $2,487,000 worth
of merchandise in 1935, emploved 398
full and part time, paid these employees
$515,000. There were 33 additional
outlets classified as radio dealers, sell-
ing $378,000 worth of merchandise,

UARY THRQUGH JUNE

000 ¢

TUBES

i (Receiving)

2 3 8
o O O

March April Mpy June

Jan. Feb. March April Moly dune
Source - Department of Commerce
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FARMS ON POWER LINES

{June 30, 1936}

ELECTRIFIED PER CENT

FARMS
840,038

14,621
10,205
8,205

TOTAL FARMS
6,482,227

40,662
17,394
26,071
33,363
4113
29913

151,816

170,144
29,201
188,048

STATE
TOTAL U. 5.

Maine

New Hampshire
Vermont
‘Massachusetts
Rhode sland
Connecticut

2,779
18,114

74,847
85, 333

15,351
50,797

NEW ENGLAND

New York
New. Jersey
Pennsylvania

131,436

58,383
29,013
32,269
56,466
41,635

MIDDLE ATLANTIC 387,390

246,056
195,093
226,627
190,595
196,067

217,766

14,420
33,676
19,168

2,051

2,960
10,279
14,685

‘EAST NOz CENTRAL

Minnesota
lowa

Missouri
North Dakota
South Dakata
Nebraska

Kansas

1,054,438

197,437
215,407
268.96)

77.664

79,579
130,129
163,844

WEST NO. CENTRAL 97,239

Delaware 10,267 1,882
Maryland 43216 8371
District of Columbid 82 62
Virginia 187,629 16,556
West Virginia “l 00,856 7.036
North Carclina 281,869 12,343
South Carolina 155,749 5,118
Cabrgia 239,981 7,434
Florida 59,979~ VRAZH

1,133,024

1,079,628

259,762
250,507
259,799
296,108

3

SOUTH ATLANTIC

Kentucky
Tennessee
Alabama
Mississippi

66,601

9.102
11,975
13,859

3.44%

1,066,176

244,006
164913
203,015,
464,826

EAST SO, CENTRAL

Arkansas
‘Louisiana
Oklahoma
Texas

WEST SO, CENTRAL

Montana 46,940
Idaho 42758 16,005
Wyoming 558
Colorado 7,451
~New Mexico 1,900
* Arizona 5921
Utah ; 18,133
Nevada P 988

38,382

3,900
3,782
6081
13.812

1,076,760 27,555

54,100

40,924
19,859
91,329

254,888
82,061
62,033

134,316

MOUNTAIN
Washington
Oregon
California

PACIFIC

Source—~E.E.I.

278,410

152,112

employing 52 full and part time, pay-
ing these employees $57,000.

In Montana 109 household appliance
and radio stores sold $2,395,000 warth
of merchandise in 1935, emploved 399
full and part time, paid these emplovees
$437,000. There were 20 additional
outlets classified as radio dealers, sell-
ing $184,000 worth of merchandise,
employing 18 full and part time, paying
these employees $17,000.

Active proprietors and firm mem-
bers are excluded from the payroll fig-
ures in both Maine and Montana sum-
maries.

In Arizona the Department’s survey

of  strictly service establishments
showed a- total of 14 radio repair shops
whose 1935 receipts were $21,000.

There were 14 active firm members, 4
full and part time employees paid $3,000.
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Packaged
Sound Clicks

CHICAGO—Walking into the office
of a doctor the other day, a friend
found the reception room deserted. On
the desk was a gadget which looked
like a radio. Near it was a sign which
read, “If you wish to speak to the doc-
tor, press the lever.”

She did this and immediately was
in conversation with the physician, who
was with a patient in his private office.
Without being interrupted he was able
to direct reception room visitors with
perfect ease.

Thus sound equipment has been scaled
down until it is useful even to one-man
concerns.

Dealers who have been imagining
sound installations as a frenzy of blue-
prints, engineering and a contracting
job, would have been surprised to hear
what the physician said about his lay-
out: “About two weeks ago a radio
salesman showed up with a suitcase
containing some sound equipment. All
he did was plug it in and place the
instruments about the office. He showed
me how I could eliminate the nuisance
of running out to meet visitors, and
save money on a reception girl. It
costs no more than a good radio and
I use it continually.”

Sound equipment is no longer a prop-
osition for basement engineers. It is
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a package proposition,
made by licensed, reputable firms, and
carrying the same discounts as radio.

emerging as

Gun-shy salesmen, always afraid of
heavy demonstrators or mechanical re-
quirements, will be interested in how
simple sound equipment has become.

Type Weight List Prices
1. Portable type 25 to 55 Ibs. $125 to $300
sound system
2. Intercommunication
system 10 to 20 Ibs.  $75 to $300
3. Paging system 45 Ibs. $150 to $500

Dealers absorbed in selling domestic
radio sets to the 21,204,354 wired homes
in the United States often forget that
there is a business market which is also
worthwhile. According to “Business
Week” (McGraw-Hill) there are:

WA~ ericanradiohistorns-com

The one-man office is now
a prospect

Demonstrators can be
easily carried about

12,312 Businesses rated at $1,000,000
or more

25,714 Businesses rated at $200,000 to
$1,000,000

47,352 Businesses rated at $75,000 to
$200,000

2,175,065 Businesses rated at less than
$75,000

2,260,443 Total

If you take the number of firms and
individuals listed in Dun & Bradstreets
—2,028,000—as prospects for sound
equipment, you have quite a creditable
field to conquer.

Sound equipment is traveling over the
course followed by water coolers. Down
in Kansas City some five years ago a
smart salesman asked his firm to let him
sell water coolers exclusively. He let

RADIO RETAILING, SEPTEMBER, 1936
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the other boys go after the domestic
refrigerator business and spent his time
calling on offices—and made a record.
That the water cooler business can be
quite tidy is evidenced by these sales
figures for the industry:

Water coolers

sold
1928. ... ... ..., 14,500
1929 ... ... ... 31,000
1930. ... ... ... ... ... 35,600
931, .. . 23,200
1932. ... ... ... ... ... 11,500
1933.. ... ... 14,700
1934, . .. . ... ... 16,800

Offices that catch a lot of long dis-
tance calls are pushovers for intercom-
municating systems. Talking long dis-
tance costs money, and the man who is
doing it has his ’phone tied up. A
sound system permits him to get dope
from all over the plant in a jiffy and
relay it to his customer, without loss
of time.

Trend of the business is toward ex-
clusive dealerships and distribution
through jobbers. A recent survey
showed that 89 per cent of electrical
and radio jobbers were interested in
handling this new type of package mer-
chandise. Its portability, its ease of
installation, makes the industry feel
that it is right down the alley for a
radio salesman.

EYE-STOPPER — Made of plywood

and mounted on a heavy base, this

sign in the shape of a tube pulls

people from a block away to Grant’s,

Los Angeles. The tube is painted in
black and aluminum

RADIO RETAILING, SEPTEMBER, 1936

BY MARSHALL FIELD—This radio display pulled so well that it remained
in the Chicago firm’s most valuable position for three and one-half weeks

Contests That Get Results

POMPTON LAKES, N. J.—Sales-
force contests that get results may be
projected more readily after study of
the following pointers gleaned by Fred
Merish for “Radio Retailing” fol-
lowing a field study. Reports Merish:

“The success of a sales contest de-
pends upon the intelligent handling of 6
factors:

“l :—Purpose. The ultimate purpose
is to build volume but those experi-
enced with such promotions find that
better results are obtained when goals
are more specific, such as building sales
in slow seasons, maintaining a low level
on trade-in allowances, obtaining a
larger volume on higher priced prod-
ucts.

“2:—Duration. Ninety per cent of
all contests conducted by dealers run
from 1 week to 2 months. Under 1
week the time is too short for contest-
ants to hit their stride, over 2 months
too long. The contestants lose interest.

“3:—Scoring. The 3 most success-

ful plans studied were:

“a:—Increase in straight dollar vol-
ume. High men were given prizes.

“b:—Increase in specific product or
group of products, such as a contest to
build volume on car radios.

“c.—Giving points to the different
units, the lowest priced units with low
margins receiving fewer points than

.\ amoericanradiohistorvy cam

higher priced units carrying longer
profits. This puts the selling emphasis
behind higher priced units.

“4:—Quotas. Offering a prize only
to the high man is not always wise. The
less capable men or those with less
lucrative territories have no chance. To
give all a fair chance these four meth-
ods have been found effective.

“a:—Figuring quotas individually for
each man based on his sales record for
3 months prior and the same months
for the previous year.

“b:—Quotas are established for
teams, groups or departments. Usually
men working in the same section, con-
tacting the same class of accounts and
getting the same volume, are placed in
the same group. This method is more
effective with two sets of awards, one
for the winning group to be divided
among the contestants, the other for
the high men. Otherwise, a topnotcher
may get no award because his efforts
are nullified by too many laggards in
his group.

“c:—Setting a quota and time limit,
then paying off as soon as quotas are
reached, usually with added bonuses for
quick consummation. Those not mak-
ing quotas at the contest expiration re-
ceive no awards.

“d:—Departmental quotas which es-
tablish dollar volume and unit volume.
In some departments the average unit
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sale is lower than in others and these
departments cannot hope to compete on
a dollar volume basis alone.

“5:—Dramatization. This makes a
sales contest more play than work.
Methods of dramatization are so varied
that we cannot chronicle them here.

“Unless interest is maintained with
some ballyhoo, however, a contest will
lag. This play-up is mostly for the
stragglers. The topnotchers will keep
the pace because they sniff the prize
money. If the race lags a special prize
for high man of the week is a re-vital-
izer.

“6 :—Awards. Usually big prizes sug-
gest a long contest, small prizes a short
one. Salesmen will not work 2 months
at contest speed to win $5. Top prizes
should be substantial enough to make
contestants work to win high money,
yet, runners-up should have a chance
to win something. Awards should be
split up so that as many prizes as pos-
.ble may be given in addition to top
prizes. The more contestants with a
chance to win, the greater the enthusi-
asm. Cash, travel and merchandise in
the order given are the most popular.”

Ad Drawing
Gratis

CHICAGO—Writes Charles Phil-
lips: “Trick headlines, pictures that
tell your story at a glance, eye-stop-
pers that catch the casual reader as
he thumbs through the newspaper,
bring results you can measure on
your cash register.

“I've used illustrations in my ads
for years, much to the mystification
of my competitors who wonder who
makes the drawings and how I can
afford to have the engravings made.
Actually, it doesn’t cost me a cent!
It’s a free newspaper service. Here's
how it works: Practically all news-
papers subscribe to one or more syn-
dicates that supply pressed cardboard
sheets called ‘mats.” These mats serve
as a mold over which type lead may
be readily cast. The lead casting is
machined to fit in the regular type
forms. Above or below the illustra-
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EXHIBIT STUNT—Here’s an idea for loeal radio and appliance shows.

Use the shop oscilloscope to put- punch in the booth display.

Phil

Harris, orchestra leader, and Leah Ray of broadcast fame use a
“voice recorder” in Frigidaire’s Texas Centenmial exhibit
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tion the paper will set your advertis-
ing message in type. This results in
an advertiseinent that has pictorial
snap and pulling power.

“How about the cost? All you have
to pay is the price of the space your
ad requires, at regular space rates!
Your paper will tell you when fresh
mats are received that seem suitable
to the radio business. You can pick
out the ones you like as much as a
month in advance. The syndicates
anticipate coming events such as the
World Series, football, political cam-
paigns, etc., by a good margin. Thus
the mats are always timely. Person-
ally, I prefer comedy headings for
service and more dignified illustra-
tions for set advertising.”

Sales Insuranece

INDIANAPOLIS—When you have
a man’s tongue hanging out for a ra-
dio, when he has a job and is getting
along in the world, and still won’t buy,
what can it be that is holding him
back?

L. T. Davis, manager of the radio
department for Hudson & Company,
thinks he has the answer. It is Fear—
Fear of losing one’s job—Fear of sick-
ness—Fear of undertaking something
that may not be accomplished.

“"We formed Hudson’s radio club,”
Mr. Davis explains. “Anyone paying
$5 extra above the price of his radio
gets the following proposition:

“(1) Installation of all-wave aerial.

(2) One year radio service. (3) Tubes
guaranteed a year. (4) Guarantee of
radio against defective parts or work-
manship. (5) One year replacement
guarantee if there is a fire. (6) Instant
replacement of tubes damaged by elec-
trical disturbance in the home. (7) In
event of death unpaid balance is can-
celled, radio becomes heir's property.

(8) Special protection in case of sick-
ness or unemployment. (9) Privilege
of exchanging radio for different model
within 30 days of original purchase.
(10) Foreign broadcast book.

“All risk on the Hudson policy is
carried by the house, it being a sales
feature rather than an insurance policy.
Paragraph 8 covering sickness or un-
employment is really an offer to string
along with the unfortunate purchaser
for a while.

“We sell the same makes of radio at
the same price. as many other stores
here. This special policy gives us ex-
tra talking points.”

RADIO RETAILING, SEPTEMBER, 1936
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there is only One

WEBSTER ELECTRIC

This name identifies the
Qualify Sound Equipment
demanded by these markets

@® In the column at the right you will find a partial list of the many
markets which exist for high quality, high fidelity sound equipment. . .
The field offers you no better line with which to meet the requirements
of these markets than WEBSTER ELECTRIC Sound Equipment . . . Itis
good-looking equipment . . . It is built to exceptionally precise standards
... It is priced right for the quality it embodies . . . It is sold through
legitimate channels—the channels that insure dealers the right profit.
The four models illustrated below are typical of the line as a whole . . .
Write for information regarding them.

Webster Electric Sound Systems are licensed by agree-
ment with Electrical Research Products, Inc., under
patents owned by Western Electric Company, Inc.
and American Telephone and Telegraph Company

You can sell

Sound

in these locations

-:.
Auditoriums
Band Stands
Colleges
Churches
Conventions
Dance Hadlls

Golf Clubs
Gymnasiums
Hospitals

Hotels

Lodges
Advertising Trucks
Amusement Parks
Arenas

Armories

Athletic Fields
Banquet Halls
Baseball Parks
Bathing Beaches
Qrchestras

Parks
Playgrounds
Restaurants
Schools

Stadiums

The Webster Electric 15 watt, Class »'A" all-purpose,
semi-portable sound system includes virtually the
same equipment as the 30 watt system.

The Webster Electric 30 watt, Class A" all-purpose,
semi-portable sound system handles two crystal
microphones, phonograph unit and two 12'° dy-
namic speakers.

onst

Dual mobile sound system operates from a 6-volt
battery or on 110 volts. It includes spherical type
microphone and two 12" heavy duty dynamic
speakers.

=

The compact, portable Webster Electric 7 watt
system includes hand or lapel type crystal micro-
phone, carrying case and two 10 dynamic speakers.

WEBSTER ELECTRIC COMPANY
RACINE, WISCONSIN, U.S.A. » ESTABLISHED 1909
Export Department: 100 Varick Street, New York, N. Y.

WEBSTER ELECTRIC

Theatres
Vaudeville
Undertakers
Lecture Rooms
Memorial Parks
Summer Resorts
Swimming Pools

NEW!
Webster Electric
Teletalk

Here is a new product that you
can sellto 789, of all businesses.
A two-way intercommunicating
system that sells on sight. Ask
your jobber about it.

SOUND EQUIPMENT

PAGE 23
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RCA SOUND EQUIPMENT...FINEST

FOR EVERY PURPOSE...YOURS AT MODERATE COST!

N sound equipment—as in all other fields of radio—RCA
leads! For RCA’s background of years devoted to research

and development has produced equipment that stands the
most rigid testing—equipment made specially to do a fine
job for its user.

On this page you see a few of RCA’s sound equipment
products. There are many others—a complete line for every
purpose—and all are modestly priced. Remember—when
you buy RCA sound equipment you not only gain the
benefits of quality and dependability—but you centralize your
responsibility as well. For RCA’s sound equipment is stand-
ardized and interchangeable. And, since RCA manufactures
everything from the microphone in the studio to the loud-
speaker in the home, all units are matched for superb
performance. e

RCA AMPLIFIER MI-4283... for general sound reenforcement pur-

poses, such as amplification of public address, radioc and phonograph
programs. 4 stages with 16,000 ohm input impedance, for use with
MI-4010A Velocity Micro-
phone or equivalent. 15, 712
and 40 ohm output
impedances. Built-in
powersupply. 12 watts
Class A,undistorted
output. Frequency
rangefrom50t010,000
cycles. Has tone con-
trol, volume control,
music-speech switch,
radioand phonograph
input. List price (less
RCA tubes) $76.95.
Tubes $5.84 extra.

RCA MICROPHONE MI-4010-A AND STAND

MI1-4068. Highest quality, low cost Velocity Microphone ever
made available to sound engineers. Excellent frequency range.
Highly favorable directional characteristics; high sensitivity and
faithfulness of response. List price $43.50 ... Studio floor stand
accommodates all RCA microphones. Heavy base. Height adjustable
from 37" to 67”. List price $18.75.

RCA WOOD BAFFLE MI-4428...a newRCA development

for use with both 8” and s s . ¢
12" dynamic speakers. g B
Semi-weatherproof, with
high frequency equalizer.
Distribution angle 90°
horizontal, 50° vertical.
Acoustically treated. List
price $22.50.

RCA STANDARD PORTABLE SOUND
SYSTEM . .. embodies all sound amplification

equipment qualities...plus new, exclusive improve-
ments, setting higher standards of performance and
dependability. For outdoor or indoor political
meetings, orchestras, amusement parks, auditoriums,
cabarets, colleges, restaurants, etc. Power output
furnishes sufficient volume for auditoriums seating
as many as 1600 persons. PG-98 $179.50 list price,
complete with RCA Radiotrons allin one case, oper-
ates on 110 AC, 50-60 cycles.

RCA LAPEL VELOCITY MICROPHONE

MI-4001 .. .2 small, highly efficient unit for attach-
ment to coat lapel of speaker. Has 30-foot cord
permitting speaker to move over wide radius. Ex-
cellent for classrooms, lecture halls where charts
or blackboards are used, cooking schools, style
shows, sporting events, etc. List price $44.35,

RCA ELECTRO DYNAMIC SPEAKER
MI-6243 ... with aluminum

voice coil and greatly
increased frequency
range. Field coil en-
closed in metal hous-
ing, forming base for
mounting. Handles 10
to 15 watts of power
continueusly. Excel-
lent low frequency re-
sponse, smooth over-
all response. Specially
suited for use with
RCA Baffle MI-4428,
also illustrated on this
page.Listprice $22.50.

-
—— Seeyour RCA Sound distributor for
latest RCA Sound Equipment Catalog, No. 210
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By Harvey P. Rockwell, Jr.

o6
HE key to successful selling

is, primarily, to assure the
buyer that he will receive real values
from the purchase of a quality prod-
uct that has won a good reputation.”
This definition was made many years
ago by a successful salesman.

There are, in fact, a whole chain
of “Master Keys” which enable us
to open the doors to selling sound
equipment. ILet’s have our key
chain always rcady for use.

Last month, we saw how the sale
of sound equipment would increase
our present business, our prestige and
our field of service. We found that
before any direct selling could begin,
it was necessary to know our product
and the prospect’s requirements. We
learned how to make the most favor-
able approach in order to arouse the
prospect’s interest. Most important,
we proved that any radio serviceman

SOUND

SALES

How to create interest by stressing
buyer benefits, quality, comparison
and reputation

BEHIND MANY DOORS lie sales.

But each represents

a distinctly different selling probtem

with determination and the will to
learn could sell sound equipment.
With this knowledge, our next step
1s to—CREATE INTEREST.

This is done, first, by carefully
searching the literature and catalogs
describing the equipment and making
a list of each buyer-value. Such a
list, carefully prepared, will auto-
matically become part of our sales
talk. It isn’t difficult to find buyer-
values, as this simple test will show.
See how many values you can list
in three minutes to interest a Hotel

ESSEX HOUSE, Newark, a modern hotel recently equipped because
the manager was convinced that sound would increase his business

RADIO RETAILING, SEPTEMBER, 1936
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Manager in a record-reproducing sys-
tem for his cocktail lounge.

Now, let’s follow the key state-
ment “the purchase of a quality prod-
uct—" and change from a shotgun
effort to a planned attack. Naturally,
a well built system will give better
service. Quality is, then, our second
sales key. The opening statement tells
us to assure the buyer that he will
receive real values from the purchase
of a quality product—Let’s watch a
salesman combine the two Lkeys to
arouse interest:

Salesman: Mr.  Manager,  your
patrons will be enter-
tained, business will be
increased, and your
Cocktail Lounge will be
a more attractive meet-
ing place when you in-
stall an automatic high
fidelity Royal Record
Player.”

First, he showed the buyer-values
and then the uality that would make
the values possible. The Manager
is intrigued by the values, but is in-
terested only in the idea of a sound
system. To him, the Royal is no
better than any other, because he is
not as familiar with the various sys-

(Please turn to page 44)
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The finest—most complete

—line in Sentinel’s entire
history. Models in every
classification under one
hundred dollars. Every
sales feature known to
radio science. A fast-
selling, profitable VOL-
UME line—PRICED

$"000

MAIL THIS COUPON TODAY Z
ioay Rastg, cnt‘n e‘

LEUSIL full details Sentinel A. C. line.

2222 DIVERSEY PARKWAY
Address. ... ... . CH4ICAGO, ILLINOIS
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5,000,000 FARMERS
KNOW SENTINEL!

It has been the outstanding farm radio line
for 17 years.

[
It is being nationally advertised to 5,158,000
farmers in the leading farm magazines.

[
It is built by the company who pioneered
farm radio.

L ]
It is designed by engineers who know the
requirements of good farm radio.

.
It is known by the performance of hundreds
of thousands of Sentinel Farm Radios already
in service.

It brings "City" radio performance to the
farmer for the first time.

L]
It is priced to suit the farmer's purse.

[ ]

It is the Accepted Farm Radio!

Sentinel

RADIO CORPORATION
2222 DIVERSEY PARKWAY CHICAGO ILL.

“THE PIONEER OF FARM RADIO”

RADIO RETAILING, SEPTEMBER, 1936
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Address.............
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Sell the farmer the radio he knows! The 1937 Sentinel Farm
Radic line is even more outstanding this year than it has ever
been. It brings "real" radic performance to the farm for the
first time, with all the convenience, splendid tone, beauty of
appearance of the finest city receivers at amazingly low prices.
There's a profitable market of over 6,000,000 farmers that want
to be sold this newest and finest of farm radios. Make this your
job and build.your profits with Sentinel! Mail the coupon for
complete details.

® 2 & and 32 Volt Models

® Prices start as low as $29.95,
complete with batteries

® New Permanent Magnet Dy-
namic Speakers

@ Tel-Eye Tuning

® New Consolette Cabinet

® Foreign Reception

® Attractive modern cabinets

® Distinctive new Oval Multi-
colored Dial

® Farm Powr Gas Engine Gen-
erator and Wincharger Deal

The Sentinel Consolette is the
newest thing in farm radio
cabinets, exclusive with Senti-
nel. A miniature console that
has taken the field by storm,
priced at only $34.95, radio's
outstanding value.

MAIL THIS COUPON TODAY

SENTINEL RADIO CORPORATION, 2222 Diversey Pkwy., Dept. R.R.-S,
Chicago

Gentlemen: Please rush me complete details of the 1937 Sentinel
Farm Radio Line.

PAGE 27
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Yes Sir! We're Already Cashingin on

STEWARI-WARNER RAD/OS

2 Just as We Did On Refrigerators
A

PHOTO-TONEK

E weren’t fooling when

we promised Stewart-
Warner dealers a radio line
just as hot as those 1936 re-
frigerators. Those dealers had
marked up a 1279, gain in re-
frigerator sales over 1935—
and we determined to help
them do the same in radio.
The way they’re going to town
already with the 1937 radio
line proves that they got what
we promised.
Never before have we packed
so much real value into any
year’s models. The great new
Copper Photo -Tone Speaker
for instance. It’s built a brand
new, better way, and anyone
can tell by listening! Therc’s
a new, appealing mellowness

And You’ll Know Why When
You Hear That New Copper

SPEAKER

—new photographic real-
ism—on every note,

But that’s just a start. New
tubes, new circuits, new fea-
tures—all add up to entirely
new, easy-to-sell performance.

Tie up with this money-making
Stewart-Warner line now.
You'll be backed by the great-
est merchandising drive in our
history. It includes everything
you need —newspaper ads, a
coast-to-coast radio series with
Horace Heidt and his famous
Alemite Brigadiers, a brand
new store display service and
many other sales getters.

Get the facts from your dis-
tributor now —and ride the
bandwagon with Stewart-
Warner.

Hovrace Heidt and his Alemite Brigadiers. Ou the air,
coast-to-coast, selling Stewart-Warner radios for you.

A record value! Twelve-tube Ferrodyne
round-the-world rvadio with Twin Cop-
per Photo-Tone Speakers, Shadow Beam
Tuner and many “scoop” features.

STEWART-WARNER

CHICAGO, ILLINOIS
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How to Get the Most

out of

SHORT WAVES

TIME may vary as much as 12 hours
from ours in distant countries

FADING is minimized by tuning in the
right "bands" at the right times

NOISE is reduced by modern, two-wire
downlead antennas

AMATEUR PHONES are found near 2,
3.5 and 56 mc. day and night, dx near
14 and 28 mc. in daylight

ELECTRICAL IGNITION
STATIC

gi‘ SWITCHES
T

from RADIO RETAILING
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COMPLETE LINE OF FAIRBANKS-MORSE RADIOS

GIVES YO

F-M model 69-T-7. 6-tube AC-DC superheterodyne. Band range
540 to 175G kilocycles. Attractive walout cabinet, 1234” long by 8
high by 61{™ deep. Price $19.99.

F-M model 12-C-6, 12-tube superheterodyne. Turret Shielded. Sema-
phore Dial. Tone Prejector. Five bands including ultra short-wave
and long-wave weather band; 540-1720 ke., 1720-5500 ke., 5500-18,500
ke., 18,500 te 70,000 ke. Balanced perspective cabinet. Price, $149.95.

FA[RBANKS-MORSEA)A

PAGE 39
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EVERYTHING

See the Fairbanks-Morse Line at the National
Electrical and Radio Exposition, Grand Central
Palace, September 9th to 19th—Space 45

17 models o Priced from $19.99 to $149.95

plus sales-clinching exclusive features

No matter what size or priced radio your customer
wants—no matter whether he lives on or off the
high lines, in AC or DC areas—you have it with the
Fairbanks-Morse line. And you also have the radio
that has what 3 out of 4 buyers want. Easy short-
wave tuning. Quiet reception. True-to-life tone.
Hundreds of men and women representing a cross
section of the radio prospects of the entire nation
recently inspected the new Fairbanks-Morse radio
and three other sets—all leaders. Asked which they

would investigate if buying a radio, 3 to 1 voted for
the Fairbanks-Morse.

1 New Semaphore Dial makes short-wave
tuning easy. No puzzling array of num-
bers on this dial. One set of numbers at
a time is placed in the band window auto-
matically by turning the wave-band con-
trol. Widely spaced figures are easily
read. Every tuning operation is visibly
indicated. A child can tune it!

2 See this Turret Shielded Chassis. Note
the neat appearance it gives the set.
What it does is more important—and just
as easily explained. Turret Shielding, an
exclusive F-M feature, with other im-
provements enables this radio to give
clear reception in even the so-called
“poisy” locations and permits signals
from foreign stations to come in clear
and strong.

3 See that new, exclusive Tone Projector.
Show it to a prospect and you've started
a sale. Let him listen to it and you've
closed a sale. The tone of most radios
except Fairbanks-Morse is best when
heard directly in front of the speaker.
F-M Tone Projector, permitting largest
baffle used on any radio today, diffuses
all tones to all parts of the room. Gives
tonal purity your prospects have never
heard before in any radio.

Write for details of the F-M radio franchise— maybe it is available in
your community. If so0, you can "“go to town” with this line just as other
F-M dealers everywhere are doing. Fairbanks, Morse & Co., Home
Appliance Division, 2060 Northwestern Ave., Indianapolis, Ind. Other
F-M products: Conservador Refrigerators, Washing Machines, Ironers,
Automatic Coal Burners.

DI0
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PEOPLE - PRODUCTS -+ PLANS

Unions Invade Service Field

A. F. of L. Local President and I. R. S. M. Secretary State Independent
Objectives in Midwest Hotspot Interviews

CHICAGO—Interviewed by Radio Retail-
ing, Earl T. McGrew, president of the Radio
Workers Federal Labor Union, Local
19774 of Chicago, chartered by the Amer-
ican Federation of Labor, stated his organ-
ization’s objectives as follows:

“The object of Radio Workers Federal
Labor Union, Local 19774, which is com-
posed of radio servicemen and soundmen,
is to increase the earnings of both em-
ployed and independent servicemen.

“Some men have asked the question:
‘Why a Union, instead of an Association?’
In the past, several organizations sprang
up in Chicago. One of these, known as
the ‘Radio Servicemen’s Association,” in
1929 lasted two months, in which time it
‘racketeered’ several thousands of dollars
out of the Chicago servicemen. This was
possible only because of the fact that it
was not directed by a larger body. On
the other hand, this Union is directly con-
trolled by the American Federation of La-
bor. Under our charter our books are

subject to inspection by the American Fed-
eration of Labor at any time. We have
no permanent secretaries or officers. Elec-
tions are held once a year by secret ballot,
at which time every member is entitled to
vote.

“Two of the evils which put the radio
business in the deplorable condition that
cxisted from 1930 to 1935, namely the ‘Free
Inspection” and ‘50c Service Call’ types of
advertising, have practically been elim-
inated in this city, by the Union. Instead
of using bait methods of obtaining busi-
ness our policy embodies a labor charge
on all service offered the public. Today,
material is a small part of the cost of a
repair job. If you attempt to give your
labor away and charge exorbitant prices
for the parts, your customer usually has a
wholesale catalog with which to confront
you, If you have already agreed to prac-
tically give away your labor then what
have you left as an argument to back up
a five to fifteen-dollar repair bill? On the

Union Shop

Chicago Radio Service, operated by Mr, and Mrs, H. H. Fisher. Note Union card

RADIO RETAILING, SEPTEMBER, 1936
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Union Man

NOTICE

{UNION

Earl T. McGrew of Local 19774

other hand, lay stress upon your skill as a
technician and forget about trying to make
one thousand per cent profit on a 3 mfd.
condenser, and you will find the public will
have respect for your knowledge.

“The following rates are rapidly becom-
ing standardized in Chicago. A one dol-
lar inspection charge in the home, a fifty-
cent bench charge for checking a set in
the shop and a two dollar an hour labor
charge, material extra. Sound equipment,
with the services of an operator, two dol-
lars per hour minimum. Wage scales
for employed men vary from $25 to $45
per week, depending upon the type of work.

“In the short space of a year and a half
this organization has grown to the point
where we have an active membership of
420 men. Such remarkable success has
been obtained only because of the results
this Union has shown in its fight for
better conditions in the radio service and
sound fields.

“Radio Workers Federal Labor Union,
Local 19774, is not restricted by any sub-
sidy of manufacturers either in direct gifts
or through the sale of membership lists,
advertising, or ‘spiffs’. The money re-
quired to operate this organization is
obtained from the $4.00 initiation fee paid by
cach new member and the dues of $1.00
a month.”

Hathaway Boosts IRSM

Contacted at his Chicago office, Ken
Hathaway, executive secretary of the Insti-
tute of Radio Service Men, outlined the
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objectives of the organization with which
he is affiiliated as follows:

“The Institute of Radio Service Men,
commonly referred to as the IRSM, was
founded along the lines of the professional
engineering societies that have done so
much to maintain the standings of their
respective fields. Its basic purposes are to
serve the interests of all radio service men,
those employed and those working in their
own behalf, by providing technical infor-
mation through a Journal, and through
well-informed lecturers; to establish stand-
ards of competency and ethics in the pro-
fession and industry; and to bring the
members together in meetings for the mu-
tual exchange of ideas.

“The IRSM is in no way to be confused
with labor organizations, The training
and study required to adequately service
modern radio receivers compares more
closely with the training of professional
men than the loose requirements of com-
mon labor guilds or price-fixing unions of
radio workers. In order to see the rela-
tionship more closely, one has only to
compare the relationships of professional
men with the constant bickering and agi-
tation found in many of the labor unions.

“Since the organization of the IRSM in
1931, the standards of service, business
ethics, and business practice in the radio
service profession and industry has been
raised to a level which already commands
the respect of the entire industry. The
exchange of technical information, the fel-
lowship resulting from the meetings, and
the large conventions held in New York and
Chicago each year, have brought together
men from all parts of the country—un-
questionably benefiting the individuals.

“In order to render the maximum serv-
ice at the lowest possible cost to the mem-
bers, the IRSM is set up on a national
basis which provides for a larger member-
ship, and therefore, enough income to de-
fray the cost of conducting the affairs of
the organization at minimum individual
expense. The nationalization of scope
permits a low initiation fee of $2.00, and a
yearly membership fee of only $3.50. The
funds are used to pay the cost of main-
taining a staff that collects data, compiles
statistics, makes plans and effectuates them,
conducts conventions and trade shows, edits,
publishes, and distributes The IRSM News
and The JournAL, maintains contact with
other branches of the radio industry, and
many other things, all subject to the direc-
tion of the Board of Trustees, a govern-
ing body elected by the membership.

“The IRSM has recently brought about
the launching of what is considered to be
a most important move—a means to defi-
nitely and effectively define a radio service
man. This move, known as the Qualifi-
cation Project, was developed by the IRSM,
and when it neared completion the effec-
tuation of the program was placed in the
hands of especially created and regularly
constituted bodies. Essentially, the Quali-
fication Project consists of two elements,
the determination of technical ability by
examination and the establishment of eth-
ical business practices. Various effective
means to familiarize the public with the
purposes of the Qualification Project have
been arranged.

“In its capacity, the Institute renders

First Of A New Trailer Fleet For Pioneer

Dave Bright, president of Pioneer Gen-E-Motor Corporation, and adman Ken Ford
examine the first of a new fleet of streamlined trailers designed to demonstrate the
advantages of the company's gasoline driven generators to dealers and consumers

in the Southwest and Pacific coast areas.

Number | is ready for the road

greater service to its members, to the
radio industry, and to the public than any
other sort of radio service organization.
Its policies are constructive, and its mem-
bers are neither obligated to resort to
destructive methods, participate in strikes
or unwarranted violence, or to attack their
problems in ways that are either viola-
tions of the statutes of the land or that
would be detrimental to the welfare of the
radio service profession and industry or
anyone else.”

Cornell-Dubilier Moves

SOUTH PLAINFIELD, N. J.—The Cor-
nell-Dubilier Corporation is opening a new
factory here containing 210,000 square feet
of floorspace, with 33 acres of land, plus its
own power plant. The plant will be devoted
exclusively to the manufacture of con-
densers.

New Stancor Booster

of Standard
Transformer (left), exhibits enthusiasm
as Eugene Carrington, formerly with

Jerry Kahn, president

Utah Radio Products, starts work as
Stancor's sales manager in charge of
the distributor's division

WAAM-a ek eanraciohistarn-—ecom

MAJESTIC ON 24-HOUR
SKED

CHICAGO—Orders for new Majestic
radios made by Majestic Radio & Tele-
vision Company of 600 West Adams St.
(915 Broadway in New York) placed at
private showings held in key cities through-
out the country have been so heavy that the
plant is now working on a 24-hour schedule,
according to the management.

Fifteen receivers and samples of new
refrigerators are being shipped to New
York for exhibit at the Grand Central
Palace as we go to press.

Former Majestic dealers in some number
have contacted the company to obtain the
line, planning to use as the nucleus of 1937
business the list of 5,000,000 pecple who
already own equipment carrying this brand
name.

Emerson Shindigs Held

NEW YORK—From E. F. Solow of
Emerson we hear that two distributors of
this company’s radio line staged successful
dealer meetings during the month of August.

Peaslee-Caulbert threw a party at the
Oxford Hotel, Enid, Oklahoma, reported
excellent attendance. And The Sutcliffe
Company of Louisville pulled them in from
Kentucky and southern Indiana for an
Evansville (Ind.) Emerson trade show held
at the Hotel Vendome.

Fada Well Received in Chi

CHICAGO—From Joseph Gerl, midwest-
ern salesmanager for the Fada organization,
we hear that new sets made by this com-
pany were well received by the trade of this
city and that aggressive efforts will be im-
mediately made by Messrs, Getke and
Mandel, Metropolitan Electrical Supply, te
make 1937 a banner year in the section for
the new streamline models.
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for BATTERY
RADIO S'ETS

Here's the sales maker for Battery Radio Sets—
definitely answers the problem of dependable
electric power to assure full-time, high quality
radio performance . . . Eliminates “run-down”
batteries — the nuisance of distant charging.

It's the new Briggs & Stratton POWER-CHARGER. Fully enginees ed—design-
ed and built as a unit — this electrically started gasoline-mctor-powered
plant keeps 2 and 6-volt batteries fully charged all of the iime. In ad-
dition, it provides electric light up to 20) watts and direct motor pow-
er take-off for driving small equipment. Compact, dependatle, efficient,
fool-proof and moderately priced. Furthermore, you make a worth-while
profit on the POWER-CHARGER, plus your regular trade profit or. radio sales.

POWER-CHARGER Alone Has All These Features

Gasoline Motor — Famous Briggs & Stratton 4-cycle, air-cooled gasoline motor. Nearly Y4
million in use. Trouble-free — low cost operation.

Electric Starting — gasoline motor is electrically cranked by turning switch. Generator acts
as powerful starting motor through special series winding — cranks even with low battery.

Generator — Specially designed 6-volt, 200 watt high efficiency unit with ample overload
capacity.

Power Take-Off and Emergency Pulley ~— Equipped with standard V-beli pulley to drive
small equipment direct from motor. Pulley is notched for easy emergency starting with rope.

Multiple Control Switch — 4 settings — start, neutral, low and high. “Low’ delivers trickle
charge in final charging stage — conserves battery life.

Voltage Regulator Terminals — for easy installation of voltage requlator — available at
small extra cost. Automatically controls generator output to charge battery at correct rate
under ali conditions.

Ignition Shielding — all motor ignition electrically shielded — no radio interference.

Rugged, Safe, Vibrationless — substantially built, fully enclosed wiring and moving paris
— perfect balance — rubber mounting pads.

The POWER-CHARGERis serviced by the nation-wide Briggs & Stratton Authorized
Service Distributors operating under factory supervision . . . Write or mail coupon

F.O.B.

MILWAUKEE

Standard Equipment
Electric Starting — multiple
control switch — cut-out — am-
meter — battery leads — volt-
age regulator terminals —

ignition shielding ~— motor
power take-off and starter
pulley — air cleaner ~— muf-
fler — stop button — choke
knob—emergency starter rope
— carrying handle — tools

and complete instructions.

F‘-.--“-_ LR -.---.ﬂ

today. Learn more about the new Dual-Profit opportunity which the Briqgs & BRIGGS & STRATTON CORP., Milwaukee, Wis.
Stratton POWER-CHARGER offers you. s - ;
end complete information at once on
BRIGGS & STRATTON CORP., Milwaukee, Wis. e
l Name of Radio handled l
ll Dealer Distributor ﬂ
B rim. B
' Street Address..... l
‘ City State '
B signed.... .. rRr-+
o - v - i G S -G e -
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Scruggs-Vandervoort-Barney
Bans Spiffs

Radio Distributors Requested to

ST. LOUIS—Scruggs-Vandervoort-Barney
Dry Goods Company has banned the giving
of spiffs to salespeople by radio distribu-
tors whose lines are sold in the firm’s
radio department. Distributors are re-
quested to sign a letter that they will
abide by the company's anti-spiff policy.

Failure to live up to the agreement, it
is stipulated, will result in Vandervoort’s
throwing out the offender’s radio line.

Said J. C. Laurie, vice president of Van-
dervoort’s to “Radio Retailing’s” reporter:
“We are against the paying of spiffs to
any of our salespeople. Whatever Clar-
ence Amos (radio and electric appliance
department manager) says is okeh. Talk
to him.”

Said manager Amos: “We ruled out
spiffs in our electric appliance department
three years ago, and now that I have taken
over radio we extend the rule to radio
salespeople. When we make an agree-
ment with distributors for merchandising
their lines on our floors we stipulate that
it be placed in writing that no spiffs or
p.m.’s will be paid to our salespeople.

“It 1s understood that failure to comply
with our rule will result in the line being
thrown out. When one company starts
paying spiffs a competitor follows suit and
the next thing done is to increase the
amount of the spiffs, Discounts are short-
ened and advertising allowances cut be-
cause of spiffs.

“We do not want our salespeople switch-
ing a customer from one line to another
when he comes in and asks for a certain
brand of radio. We have sets for the
price he wants to pay. It is bad busi-
ness to try and interest him in another
line. You create indecision and the sales-
person wastes his time.”

Joins Raytheon ‘

Earl

S. Dietrich, who will manage
Raytheon's distributor sales under the
supervision of general sales manager

Edgar S. Riede!

Abide by Firm's New Regulation

Zenith On Parade

(|
O=0PpX ITA—ZMM

A. A. Schneiderhahn, Des Moines dis-
tributor, brought this snappy band to
Chicago to compete in the city's recent
Music Festival, shot their picture in
front of the Zenith Distributing Corp's

room on famous Michigan

Avenue

display

LYONS JOINS FADA

LONG ISLAND CITY—]J. M. Marks,
president of the Fada Radio and Electric
Company, announces that George A.
Lyons, formerly sales promotion manager
for Atwater-Kent, has joined the Fada or-
ganization in a like capacity.

Lyons is well known throughout the
trade for his ability to produce merchan-
dising ideas of definite and practical value
to distributors and dealers.

New Branch for C. I. T.

CANTON, OHIO—The C. I. T. Corpora-
tion, leading finance house, has opened an
office here at 120 Tuscarawas St. C. Vance
Anderson from the Youngstown office is in
charge. Associated with him will be N. W.
Pope, also of Youngstown.

Meissner Has New Plant

MT. CARMEL, ILL.—From Chicago to
this city comes the Meissner Manufacturing
Company, into a new plant with increased
floor space and facilities. G. V. Rockey,
vice president, reports production running
smoothly after the move.

VABADA o aricanradighictaon cgon

THREE IMPORTANT
TRADE SHOWS . . .

I. National Electrical & Radio

Exposition
GRAND CENTRAL PALACE,
L R Sept. 9-19
2, Institute of Radio Service
Men

HOTEL PENNSYLVANIA
N. Y...... ......Sept. 18, 19, 20
3. "Radio Retailing's" Fall Show

Section

ON PAPER...SEPTEMBER ISSUE

CLOUGH-BRENGLE EXPANDS

CHICAGO—Ken Clough, president and
chief engineer of the Clough-Brengle Com-
pany, this city, has snapped up the plant at
2815 W, 19th St., just vacated by Meissner
for larger quarters at Mt. Carmel. Acquisi-
tion of this entire building will double
Clough’s manufacturing space.

RCA Records Boom

CAMDEN—Ted Wallerstein, RCA Vic-
tor’s record sales manager, announced just
as he left for a six-week’s business trip to
England that the company’s disc sales were
up 64 per cent for the first seven months of
1936.

Wallerstein informed us, also, that the
entire Bluebird list would henceforth be
issued on a weekly basis.

Simpson Studies Shot

Ray Simpson,
maker of Roto-
Ranger instru-
ments, takes time
out to look over

the line
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4_ No. 502 Two-cell l
Focusing Spotiight

No. 2122 Two-cell
Spreadiight

REG, .5 pat OFF: n Vil i
] I —-— .I: g ;. I:
Super-Speed Turnover and Profit Ve
DEAL NO. 490
XTRAORDINARY quality by Bond, to retail at chain and Ll e SO
mail-order prices. All-metal, full-chromium finish, Two-cell 5221'3:?%":& N -+
Your profit . . . . . $2.76

Floodlight and Two-cell Focusing Spotlight. Buy now. Bring cus-
tomers back home with Bond timely Leaders.

NO. 502 BOND SPOTLIGHT
Comes packed in TWO displays of SIX each, and priced to retail at
49¢ each complete, when purchased with 48 No. 102 Bond Mono-
cells in Deal No. 490.

NO. 2122 BOND SPREADLIGHT
Comes packed in TwWO displays of SIX each, and priced to retail at
39¢ each complete, when purchased with 48 No. 102 Bond Mono-

. Two in Each
cells in Deal No. 390. DEAL NO. 390

12 No. 2122 Two-cell Spreadlights
with 48 No. 102 Bond Mono-cells.

BOND ELECTRIC CORPORATION CRetaitvalue. ... 57.08
New Haven, Conn. « Chicago, lll. « Houston, Texas « San Francisco, Calif.  vourproft . . . . . $2.32
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«pppearah ce —tone
qua\ity‘.”

These are 2 woman’s
first thoughts about a new
radio———how the set wil
look and sound In her own

living room:

esscntial 1
home radio rece

BELMONT

RADIO
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Grunow Execs Eat, Work, Play I

Left to right: Fred Schnell, M. W. Kenney, reinforce engineering constitutions.
H. J. Shartle, W. L. Eckhardt and Bill Grunow take care of the inner sales-man

Jim Davin flirts with a cut-out of Ii'l
Shirley Temple

Magnavox Appoints Dempster

FORT WAYNE—Burgess Dempster has
been appointed manager of the Philadelphia
area for The Magnavox Company, with
headquarters at 401 North Broad St. J. C.
Koonz, formerly handling the Philadelphia
territory, moves to the factory to manage
the company’s new etched and printed glass
dial division,

New Sales Setup for RCA

CAMDEN—Effective immediately, G. K.
Throckmorton, executive vice president of
the RCA Manufacturing Company, an-
nounces the following changes and appoint-
ments in the RCA Victor executive sales
organization :

Paul C. Richardson is appointed manager
of field activities, with headquarters at the
plant. Henry C. Bonfig, formerly manager
of the western division, is transferred to
Camden to take up new duties in the sales
department. Vance Woodcox, formerly in
the sales department, has been appointed
manager of a newly created central divi-
sion, with headquarters in Chicago. James
E. Francis, formerly in charge of Holly-
wood operations, has been made western
division manager, stationed at Hollywood.
John W. Griffin continues as eastern divi-
sion manager.

Auto Radio Ban Shelved

MILWAUKEE—The much discussed local
ordinance prohibiting the use of sound

POLITICAL AIR-TIME

Here's NBC's tabulation of time
used by Federal officials over iis
network during June: |

President ......... .. I hr. 16 min.
Vice-President ... ... ... ... 19 min.
Cabinet Members ... .4 hrs. 35 min.
Democratic Senators..5 hrs. 30 min.
Republican Senators..! hr. 42 min,
Dem. Representatives 3 hrs. 27 min.
Rep. Representatives 2 hrs. 24 min.

amplifiers and auto radio on the streets
of this city has been shelved for the moment
because of a Common Council ruling which
prohibits re-introduction of an ordinance
within 90 days after it has been rejected.
A similar ordinance was rejected a short
time ago.

The ordinance was proposed by the city’s
Police Department.

NEW FURNITURE EXCHANGE

SAN FRANCISCO—This city is to have a
new Furniture Exchange and Merchandise
Mart building, the largest mercantile struc-
ture built since 1900. According to Harry
J. Moore and Frank K. Runyan, president
and vice president of the Western Furniture
Exchange. This new building, to be located
at Market and 10th Streets, will cost
$2,500,000.

Another Hygrade Plant

SALEM, MASS.—Completion of Hygrade-
Sylvania’s latest tube plant here is rapidly
nearing conclusion. A total of 91,500 sq.ft.
will be available for manufacturing, over
and above that already provided by plants
located elsewhere. Hygrade plants now
boast a total of 527,000 sq.ft. of floor space.

Highway-Byway Trade Show

§

To familiarize crossroad dealers everywhere with Stromberg-Carlson radios this
trailer, equipped with 12 sets, a built-in antenna and self-contained power supply
takes to the road shortly with factory representatives aboard

= —WAAAA - ereaRradialistonsecom
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SOUND ENGINEERING

Suetching from ancient Rome to Beindisi 5 the
A-pian Way. This famed Roman road, laid about
312 B.C,, is still in use, having endu-ec centaries
>f Sloody warfare and the crushing fcrces =f Time
ind Nature. Sound engineering builr it. . . pre-
sesved it through the ages, just as sound engi-
peering by RCA buik a world-wice roed that
=l endure . .. one through the sky.. . RCA’s do-
mestic and internationzl communications services.
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VS that

iar to millions who, each year, depend on the swift
service provided by RCA Communications, Inc. This giant
radiotelegraph system spreads across land and sea, linking
11 American cities with 47 foreign countries. It is another

(VIA RCA”...these words atop message blanks are famil-

RCA service; a rapid, unseen roadway through the sky!

When you employ this service, you know that while
home may be a thousand miles away, fast communication
brings it within a few minutes’ reach. You know that time
and distance and the raging seas can be conquered with
winged words sent “Via RCA.” To you—and the other
millions who use this service—RCA owes its standing as a
large conductor of the world’s radiotelegraph business.

Transoceanic and domestic communications are but one
of the diversified activities of RCA. This organization is
engaged in every phase of radio. When all its services are
surveyed, RCA’s intimate knowledge of all radio becomes
apparent. And, because RCA knows radio so completely,
it has the confidence of the American people.

It is with warm feeling that RCA regards this confidence.
It supplies the incentive for still greater achievement and
service, and makes RCA dealers in every American city,
town and hamlet busy dealers. For confidence spurs sales.

Remember—in radio RCA ranks first. The Radio Corpo-
ration of America has pioneered the large majority of
radio’s most noteworthy advances—is, at this very moment,
experimenting with facsimile reproduction by radio—and
the sound engineering of RCA will some day pioneer sight/

RCA MANUFACTURING CO,, Inc. ¢« RCA COMMUNICATIONS, Inc.
NATIONAL BROADCASTING CO., Inc. ¢« RCA INSTITUTES, Inc.
RADIOMARINE CORPORATION OF AMERICA

Listen to “The Magic Key of RCA” on NBC Blue
Network every Sunday, 2:00 to 3:00 P. M., E.D.S.T.

Covering the World
“Via RCA"

RCA Communications, Inc., offers di-
rect radiotelegraph service between

11 AMERICAN CITIES

New York New Orleans
Boston Detroit
Philadelphia Chicago
Baltimore San Francisco
Washington Los Angeles

Seattle

—plus efficient, fast transfer service to
hundreds of communities

and

47 FOREIGN COUNTRIES
Argentina Italy
Belgium Japan
Brazil Macao
Chile (*Via RCA” Manila)
China Mexico
Colombia Norway
Cuba Panama
Curacao Philippines
Czechoslovakia Poland

DominicanRepublic Porto Rico
Dutch East Indies  Portugal

Dutch Guiana Russia

Fiji Islands Siam
(“'ViaRCA’”’Honolulu) (“Via RCA” Manila)
France Society Islands
French Indo-China (*Via RCA”Honolulu
Germany Spain

Great Britain Sweden
Guatemala Switzerland
Haiti Syria

Hawaii Turkey

Holland Venezuela

Hong Kong (*Via RCA’* Manila)

—plus rapid transfer service to all other
points in the world!

RADIO CORPORATION OF AMERICA
Radio City, New York

EVERYTHING IN RADIO

FOR SERVICE IN COMMUNICATIONS, BROADCASTING, RECEPTION

—————_AALAL 2 aric oo diohictan, oo
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DOLLARS IN THE AIR

Census Chief Sandage Reveals 1935
Broadcast Revenue, Payrolls

CHICAGO--Speaking before the recent
convention of the National Association of
Broadcasters here, C. H. Sandage, Chief
of the Division of Communications,
Bureau of the Census, gave the following
interesting advance figures pertaining to
1935 advertising revenue and payrolls of
517 time-selling broadcast stations, 90 per
cent of the 560 total (68 additional sta-
tions are operated by schools or churches
or are inactive) :

Net revenue from the direct sale of time,
plus the sums received from networks,
amounted to $47,957,501. Some $24,000,000
of this was received from local advertisers.
Of the remainder, almost half was de-
rived from national and regional “spot”
advertisers and the balance from networks.
South Dakota and South Carolina showed
the highest ratio of local advertising to
total net sales, local business accounting
for 71 per cent of total station revenue.

Employment data for broadcast sta-
tions outside Illinois and Louisiana (re-
ports still in preparation) show that an
average of 11,446 persons were employed
in 1935. They received $18,972,845. More
than 90 per cent of this was to full-time
employees. Total payroll amounted to
more than 40 per cent of the stations’ ad-
vertising revenue.

JOBBER APPOINTMENTS

Fada—For the normal Chillicothe (Ohio)
trading area: Spetnagel Hardware Com-
pany, Chillicothe. For the Rochester
(N.Y.) territory: Kowalsky-Carr Electric
Company. For the Milwaukee area: Real
Radio Service, Inc.

Sentinel—For Memphis and St. Louis:
Stratton-1Varren Hardware, J. . Dauvis,

Goes with Bond

£

Bond Electric, New Haven maker of

batteries for flashlights and other appli-

cations, has hired J. C. Calhoun, made
him assistant sales manager

Sentinel Down On The Levee

H. E. Dunn, Inc., Sentinel distributor for western lowa and Nebraska held an
unusual meeting attended by 200 dealers early in August on the S. S. Levee,
Diesel-powered excursion boat, sailing down the Missouri from Omaha to Kansas

City and back

PHILLY SHOW DATES

Philadelphia's Electric and Radio
Show will be held from October 5
to 10, inclusive, in the Convention
Hall at 34th and Spruce.

All permanent booths have been sold
and temporary booths are being
erected to take care of the overflow.

Brown Supply Company and Shopleigh
Hardware.

Sparton—In Portland (Ore.) : Honeyman
Hardware. In Boise (Idaho): Bertram
Motor Sales. In Amarillo (Tex.): Wil-
liams Hardware. In Raton (N.M.):
Thompson Hardware. In Louisville: Sut-
clife Company. In Columbus: Swmith
Brothers Hardware. In Seattle: Seattle
Radio Supply. In Oklahoma City: Miller-
Jackson.

Egert Becomes Rep

NEW YORK-—Samuel S. Egert, formerly
of the Wireless Fgert Engineering Co., has
opened up an office in the Lincoln Building,
60 E. 42nd St., will henceforward be open
for lines selling to manufacturers and
jobbers in the servicing field.

GRUNOW DISTRIBUTORS RALLY

CHICAGO--If enthusiasm and orders
placed are measures of success then the first
distributors’ rally of the rejuvenated Gen-
eral Household Utilities Company, held
under the personal direction of William C.
Grunow, president, at the Blackstone Hotel
last month batted a high average.

Over eighty prominent distributors from

wwwamericanradiohistorvy.com

various parts of the country were present,
enthused, among other things, about the
company’s startling $69.95 console equipped
with 11 metal tubes. Tod Reed, Grunow’s
director of advertising, mentioned a figure
on the number of sets already sold which
sounded like a freight car number.

The stock of this company, incidentally,
touched a new high on the last day of the
rally.

Electro-Acoustic Gets Scheel

FORT WAYNE—Harry J. Scheel, former
export sales manager for Grigsby-Grunow,
has been obtained by the Electro-Acoustic
Products Company, this city, to serve in a
like capacity.

Capehart’s Hunter

Three floors of pianos, saxophones and
accordions tinkled and tootled at the
convention of the National Association

of Music Merchants. Capehart instru-

ments played sweet music. And we

snapped this shot of general sales-
manager |. C. Hunter
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Know
NEW

Merchandise

Never before in the history of the business has so much

novelty, eye-appeal and genuine value heen offered as
in the new Fall Lines. So fast have manufacturers moved
in an effort to give the trade New Merchandise designed to
break down every last vestige of pre-holiday sales resist-
ance that it has been impossible for the average dealer to
personally view all the nmew products appearing on the
market at any one point,.

We've Gathered It All Together

So, in the following special insert, RADIO RETAIL-
ING presents to its readers the most complete picture
of Fall Merchandise it is possible to obtain. Photographs,
prices, descriptions of new sets, accessories, parts and allied
equipment are shownm, cataloged and arranged for ready
reference.

v

The Editors have gone even farther. We include, too,

news of new catalogs, booklets, circulars and other
printed matter containing charts, listings and other prac-
tical data considered invaluable to the merchandiser, instal-
ler and servicer.

How To Use The Cards

Obviously, it is impossible to list so many new items
and to include every last detail concerning them. So
we have numbered each item of New Merchandise, printed
designating letters on each new catalog, booklet and sales

v

aid reviewed.

v

postage.

v

‘IT'S YOUR MOST VALUABLE ASSET

S AN NN IS USSR ARSI NE NSV N A S NN NG RN NN AN AN NS NN N NENCRRANANANGNSNNNGNNNNNNEN NORERRGEER Y,

J CIRCLE NUMBERS - SIGN - AND MAIL

RADIO RETAILING
330 West 42nd Street
New York, N. Y.

Gentlemen: . . . We are interested in kmowing more about the
products identified by the numbers circled below:
1234562728910 11 12 (3 (4 15 16 17 18 19 20 21 22 23 24 25 26°27 2829 30 31 32 33 34 35 36 37 38 39 40 41
42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 61 6263 64 65 66 67 68 69 70 7 72 73 74 75 76 77 78 79

80 81 82 83 84 85 86 87 83 89 90 91 92 93 94 95 96 97 98 99 (0O 10t 102 103 104 105 106 107 (08 109 (IO tif 112 (I3
164 115 106 407 018 (19 120 20 122 123 124 125 126 127 128 1§29 130 130 132 133 34 135 136 137 138 139 140 14}
142 143 144 145 146 147 148

SIGNED TITLE
COMPANY
STREET ADDRESS cITY STATE

WAL amerticanradiohistorns®

It costs you nothing but a minute of your time to secure,
through RADIO RETAILING, complete New Product
information and literature describing it. We even pay

Simply make note of the numbers on New Products
about which you want more information. Circle cor-
responding numbers on the card printed on this page and
mail the card to us. Then circle items identified by letters

on the card appearing on the last
page of this insert, mail it to
receive new, useful literature.

We will do the rest, without

charge or obligation, sending
you the most complete batch of
material describing New Mer-
chandise and new literature that
the resources of the industry’s
leading magazine can secure.
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[ KADETTE
International Radio Corp.

Model: Jewel 40.

Description: 3 tube, a.c.-d.c.,
with balanced armature type
speaker,

74x3%.

Weight 31.

Encased in a polished Bake-

lite and Plaskon case with

jewel-like grille resembling

precious stones.
Prices: Brown Bakelite, $10;

walnut Plaskon, $11.50; de

luxe ivory or Chinese red,

$12.50 —Radio Retailing,
September, 1936.
[ ]

2 AMERICAN BOSCH
United American Bosch Corp.

Model: 670C.

Description: “Automatic
Maestro” console, 9 tubes,
all wave, metal tubes,
supersize dial, split second
tuning indicator, “band-
stand” baffle, high fidelity
modulator, Semaphore
tuning.

Price: $109.50.—Radio Retail-
ing, September, 1936.

3 FREED-EISEMANN

Freed Manufacturing Co., Inc.

Models: FE-60.
Description: 6 tube, a.c.-d.c.,

550-1600 kc. 5ix

superheterodyne covering
1740-540 kc. Large multi-
colored illuminated tuning
scale; housed in a hand
polished two-tone cabinet,
14x83x6%.—Radio Retailiny,
September, 1936,

4 DYNAPHONE

Ansley Radio Corporation

Model: D-17.

Description: Entire radio is
mounted so that it {falls
hack into the cabinet when
not in use. While in oper-
ation it tilts forward with
panel facing upward, bring-
ing the controls to posit'on
for easy tuning. 7-tube,
superheterodyne radio cov-
ering from 19-50 and 185-
550 meters. Universal mo-
tor: 78 r.p.m. standard; two
speeds furnished on order:
12-in. high fidelity speaker;
crystal pick-up.

Price: $125.—Radio Retailing,
September, 1936.

5 GLOBE TROTTER

Globe Trotter Radio Co.

Model: Globe Trotter radio.

Description: Receiver in the
form of a world globe.
Tunes by turning the globe.
The map is up to the mo-
ment in every resnect and
is a six-color job. Ideal for
office, student’s den or home.
4-tube. a.c.-d.c. tr.f. circuit
and full size dynamic speak-
er. 175-550 meters.

Price: $24.95.—Radio Retail-

ing, September, 1936.

SETS

6 STEWART WARNER

Steavart-Warner Corp.

Models: 1711, 1691.

Description: 1711, a.c.-d.c.. 3
glass tubes, 5-in. speaker.
Two-band American broad-
cast and police bands, also
49 meter band and from
2300-6400 k.,
1691, all-wave duo circuit
Ferrodyne chassis, 5 octal
base glass tubes, 6-in. speak-
er, 6-in. airplane Magic
dial.——Radio Retailing, Sep-
tember, 1936.

7/ PILOT

Pilot Radio Corp
Models: C-300, 150, X-73,
Description: C-300, 11-tube,
all-wave superhet console,
a.c.-d.c,, 525-23,600 kc., all
important stations logged

on dial, cathode ray tuning
beacon, 12-in. concert range
dynamic  speaker, phono-
graph jack.

150, 5-tube, battery operated
superhet in either black and
walnut or ivory table cabi-
net.

X-73, 7-tube, battery operat-
ed allwave table set. Un-
usual sensitivity is obtained
on all frequencies by the use
of special stage of tuned
r.f.” preceding the hetero-
dyne stage on the broadcast
and shortwave band. 8-in.
concert range speaker, phon-
ograph jack.

Prices: C-300, $139.50; 150,

$39.90 in black and walnut
and $44.90 in ivory; X-73.
$64.50. — Radio  Retailing,
September, 1936.

: ; ; . o |
8 GENERAL ELECTRIC

General Electric Company

Model: E-155.

Description: 15 metal tubes,
5 bands, Colorama dial,
Personalizer, silent tun-
ing, sentry box, sliding-
rule tuning scale, 15-in.
stabilized dynamic speak-
er, music-speech control,
allwave. Cabinet is thor
oughly custom in des'gn
and finished in two-tone
walnut. — Radio Retailing,
September, 1936.

9 RADIOBAR

Radiobar Company of America

Description: Six

Models: Radios, phonograph

combinations and automatics
with cocktail equipment.
standard
models and two combina-
tions. All standard models
may be had in antique white
trim finish at slight addi-
tional charge. Philco Ra-
dio  chassis  throughout.
Complete cocktail equipment
included.

Prices: 6 standard models

range from $140 to $429 and
the combinations are $895
and $795.—Radio Retailing,
September, 1936.

These new items may be just the hypodermic your market needs

RADIO RETAILING, SEPTEMBER, 1936

__wany amaricanradiohistaory com
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10 MaJEsTIC

Majestic Rado and Tel. Corp.

Models: 1937 line of radios.
Description: Model 76, 7
tubes, 3 tuning bands, radio
beam tuning on all bands,
radio eve, illuminated tone
control position indicator,

8 in. Super Colotura speak-
er, edge raylighted glass tun-

ing dial, sterling chrome
and black crystalline fin-
ished  chassis, lay-down

table cabinet.

Model 1250, 12-tube console,
5 tuning bands, including
ultra shortwave and long-

wave weather) radio beam
tuning on all bands, radio
eye, high fidelity, 15 in.

auditorium  speaker, edge
raylighted glass tuning dial,
Gyro rapid tuning 32 to 1

ratio, acoustically treated
cabinet interior.
Model 85, 8-tube upright

table set, 3 tuning bands,
radio beam tuning on all
bands, radio eve, high fidel-
ity, 8-in. speaker, edge ray-
lighted glass tuning dial,
Gyro rapid tuning 16 to 1
ratio, acoustically treated
cabinet interior.

Prices: $14.95 to $139.50 —
Radio Retailing, September,
1936.

It costs you nothing (o keep up (o date.
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11 FAIRBANKS-MORSE

Fairbanks, Morse & Co.

Models: Farm Radios.
Description: 2-volt farm set,

self contained, in a compact
table cabinet. 4-tube super-
het. 540-1,750 ke.

Model 73C3B, 6-tube, 6-
volt superhet console, 540-
1,750 and 2350-23,500 ke.
Model 43C1B, 4-tube, 6-volt
superhet console, 540-1,750
ke.

Model 42C1B, 4-tube, 2-volt
superhet console, 540-
1,750 ke.

Model 43T1B, 4-tube, 6-volt
superhet table set, 540-1750
ke.

Model 73T3B, 7-tube, 6-volt
compact, 540-1,750 and 2,350-
23,500 kc.

All farm radios have new
Hi-Flux speaker. Cabinets
are strictly* moderne in line
in a variety of finishes and
woods.—Radio Retailing,
September, 1936.

12 wicox cay

Wilcox-Gay Corporation

Models: Al7, A20.

Description: A-17, 6 tubes, 3
bands for ac. or d.c. 6} in.
speaker. Fbony  cabinet,
circular design. Model A-20,
8-tube console, 12-in. audi-
torium speaker, eye-line tun-
ing, a.c., metal tubes, triple
tone dial, cleared channel
selection.

Price: A-17, $36.95; A-20,
$69.95. — Radio  Retailing,
September, 1936.

13 ZENITH

Zenith Radio Corporation

Model: 10S 157.

Description: 10-tube super-
heterodyne, triple filtering,
metaglass tubes, 12-in.
speaker, split second station
relocater, lightning station
finder, target tuning, over-
tone amplifier.
This set features Zephyr
streamlining which is used
in several of the Zenith
models this season. Also
found i other sets in the
line are: acoustic adapter,
fidelity control. An arm
chair radio is also included.
Certain cabinets may be had
in ebony, bone white and
maple at slight extra cost.—
Radio Retailing, September,
1936.

14 westINGHOUSE

Merchandising Headquarters,
Westinghouse Radio

Models: WR-214, WR-315.

Description: WR-214, 10-
tube 4-band wvertical table
set, spectrum dial, precision
tuner, eye and hand, station
stabilizer.
WR-315 has improved pre-
cision tuner, eye and hand,
spectrum dial, auditorium
speaker, all metal tubes, and
covers the standard police,
amateur, aviation and prin-
cipal short wave bands.—
Radio Retailing, September,
1936.

15  sparTON

Sparks-Withington Company

Model: 1867.

Description: This is a Trio-

lian model with 18 tubes,
three speakers, all wave, in
a gold leather and walnut
cabinet.
The “Photochromatic” dial
used on some of the sets
blends perfectly with the
cabinet when not in use,
that is, not illuminated.
This is due to the fact that
the figures are photo-
graphed with crystal legi-
bility on crystal clear glass.
Tone expansion is another
feature and the “Viso-Glo”
tuning device facilitates ac-
curate tuning. The round
glass set introduced last
year is being continued.

Price: 1867, $300.—Radio
Retailing, September, 1936.

16 MoTtoRrROLA

Galvin Manufacturing Co.

Models: 50, 60, 60A, 80,
Golden Voice auto-radios.
Description: 50, 6 tubes; 60,
6 tubes: 60A, 6 tubes; 80,
8 tubes; Golden Voice, 10

tubes.

All sets tune from 530-1600
kc. and have an intermediate
frequency of 262.

Prices: 50, $39.95; 60, $49.95;
60A, $5495; 80, $67.50;
Golden Voice, $89.50.—Ra-
dio  Retailing, September,
1936.

17 HowarD

Howard Radio Co.

Models: HA-6, 68.

Description: HA-6, auto-ra-
dio, 540-1,500 kc., 6 tubes.
68, table and console, 540-
18,000 kec., 6 tubes.—Radio
Retailing, September, 1936.

Cirele the numbers, sign and mail

RADIO RETAILING, SEPTEMBER, 1936

WAAMA-aRericanradiohister/~—ecorm
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18  ELMONT

Belmont Radio Corp.

Models: 586], 601F, 786,
1170, 878, 787, 778A.
Description: 586]J, S5 tubes,

535-1,720 and 2,280-6,600 kc.,
table set.

601F, compact, 6 tubes, 535-
1,720 kec.

786, 7 tubes, 535-5,500 kc.
and 5.2 to 18.3 mc., table set.
1,170, console, 10 tubes, 535-
5,300 kc. and 5.2-18.1 me.
878, console with recessed
speaker tone chamber, 8
tubes, 535-5,300 kc. and 5.2
to 18.1 mc.

787 console, 7 tubes, 535-
5.500 kc. and 5.2 to 18.3 mec.
778A, compact, 7 tubes, 535-
5300 ke. and 5.2-18.1 mc—
Radio Retailing, September,
1936.

19 ARVIN

Noblitt-Sparks Industries, Inc.

Model: 467.

Description: 4-tube, a.c. su-
perhet, 550-3700 kc., 5-in.
speaker. Available in wal-
nut, antique white or maple
for use in bedrooms, social
rooms, offices, children’s
rooms, etc.

Price: $24.95.—Radio Retail-
ing, September, 1936.

=
80,

20 crosLey

Crosley Radio Corporation

Models: 699, 495,

Description: 699 console, 6
glass tubes, 540-18,000 kc.,
illuminated Magna ceramic
dial, time log tuning, high

fidelity, vibra acoustic
sounding board, triple-twin
output.

495, table set, 6 tubes, 540-
18,000 kc., Magna ceramic
dial, recess speaker grille
panel of walnut,
Multivox  control, fidelity
control, vibracoustic float-
ing sounding board, cardia-
matic units are to be found
in many models.

Prices: 699, $69.95; 495,
$49.95 — Radio Retailing,
September, 1936.

Jati=Foal

21 SIMPLEX

Simplex Radio Company

Models: Z, Z De Luxe, NT.
Descriptions: Model Z comes

in a burl walnut bakelite
finished steel cabinet. The
de luxe model is housed in
a satin finish striped wal-
nut cabinet. Both are the
lay-down table type. 4
tubes for a.c.-d.c. opera-
tion. 550-1750 kc. Model

NT, table and console, is
a 10-tube all-wave super-
het with Magic Eye.
Covers all wave bands
from 540-19,000 kc. con-
tinuously. The extra large
airplane dial is calibrated
in kilocycles and meters
and the names of the
countries are included.
Prices: Z, $12.45; Z de luxe,
$13.25; NT table, $49.95;
NT console, $69.95.—Radio
Retailing, September, 1936.

22  EMERSON

Emerson Radio & Phonograph

Corp.

Model: L-143, L-141.

Description: L-143, 5-tubes,
a.c. superheterodyne, Micro-

selector, 63%-in.  dynamic
speaker, Gemloid dial
Phonograph  has efficient

electric motor for a.c. oper-
ation. Plays 10-in. and 12-
in. records. American, for-
eign and police reception.

1-141, S-tubes a.c.,, Micro-
selector, 64-in.  speaker,
Gemloid dial.  American,

foreign and police reception.
Prices: 1.-143, $50.95; 1.-141,

$39.95. — Radio

September, 1936.

Retailing,

23 PRATT

Howard A. Pratt

Models: Mirror glass radios.

Description: Blue, rose, crys-
tal, green, amber, gold and
gunmetal glass cases. Top
panel may be monogrammed.
6 tubes (1 metal, 5 glass),
superhet, short and long
wave, a.c.-d.c., illuminated
dial.—Radio Rctailing, Sep-
tember, 1936.

24

STROMBERG-CARLSON

Stromberg-Carlson Mfg. Co.

Models: 160L, 145P.
Description:

160L, 5-range,
high  fidelity,  acoustical
labyrinth, metal tubes, tri-
focal tuning; de luxe edge
lighted  Selectorlite  dial,
micrometer sub-dial.

145P, radio and automatic
phonograph, four range,
high  fidelity, acoustical
labyrinth, metal tubes, tri-
focal tuning. Shifts and
plays records of any make,
10 or 12 in. This model
combines a lowboy for the
phonograph mechanism with
a radio set in the “column”
cabinet.—Radio Retailing,
September, 1936.

25 UNIVERSAL

Uniwversal Battery Co.

Models: 6, 32 and 110 volt

sets.

Description: 5, 6, 7 and 8
tube table and console
models. 5-tube sets cover

- F

500-4,000 ke. The 6, 7 and
8 tube models also have
the 18-6 mc. band. Meta-
glass tubes. Cathode ray
tuning in the larger sets.
Permanent magnet dyna-
mic speaker in the 6-volt
models. All cabinets have
modernistic lines.

Prices: Range from $29.50
to $90. — Radio Retailing,
September, 1936.

Your entire organization should be familiar with these new products
RADIO RETAILING, SEPTEMBER, 1936

_______wannv amaoricanradiohistorn. com -
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| "MIGHTY
MONARCH
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NEW 1937 SETS

MAIESTIC...The Plus Line. .. gives the public every important
scientific feature to be had in any radio set made, Plus . . . addi-
tional improvements in design, construction and performance
offered exclusively by Majestic.

Irresistible eye-appeal is paralleled by matchless performance,
Plus hitherto undreamed-of values in each of the fifteen super-
powered “"De Luxe” models. Every model is a castom-built job,
but competitively priced to put it within the reach of the masses.
The cabinets are objets d’art . . . breath-taking beauty that will
win the buying preference of all classes of society. Years ahead
of the industry, Majestic leadership is destined to reach new high
levels that will amaze the radio world. Investigate! Phone,
wire or write today!

The Plus Radro

P~ S

i

B
-\?\i‘?z“-‘.\-
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al NEWS

FOR THE

RADID DEALER

Majestic . . . The Plus Line ... gives you a ‘“‘Plus™
profit in two d:TFerer.t ways. Sold direct from the factory
to you means a higher profit ma-zin. Distzbuted b
only a few d=a.2rs in each territorr assures you greatz-
sales volume a- rezular list prices; 3o sales lcst throvgh
destructive price-cutzing. The Majesz_c sales policy gives
you absolute p-oft protection; offers you the indust=¥’s
greatest oppceraumity for building ¢ permanzat money-
making bus:n=ss cn a sound basis. The revolutiorar?
merchandising p.an back of the Majestic Line gua=-
antees you both immediate and stezdily growing futurz
sales volume . . . a: a substantial p-zfit per szle . .. on 2
scale tha: will peralyze your competition. Gzt the faas
at once. Teleshone or wire us NOW!

MIGHTY MONARCH

OF THE ARCTIC

4\; Majestic Refrigerators ars as
/ ™~ cuts:anding in their field as
the madio sets. _acorporazed in
than are bas.: refrigeraion
ur provements invented, de-
veloped, tested and perfected
during the paa three y2ars by
the world’s ovtstanding sdien-
zists and engimeers.

| LcEXHIBIT
AT THE NATIONAL EXPOSITION
NEW YORK, GRAND CENTRAL PALACE

600 W. ADAMS 5T. CHICAED, L, 5o

T reriee

VATATAY



www.americanradiohistory.com

26 cLMAx

Climax Radio & Television Co.

Models: New line of radios.

Description: A complete and
comprehensive line of table
sets for a.c.-d.c. operation.
All cabinets are designed
along modernistic lines and
may be had in both the lay-
down and upright table
styles. 4 to 7 tube jobs
available. In the de luxe
line of a.c. sets will be
found the following fea-
tures: “Monovision” which
offers at one glance visible
indication of tuning, tone,
volume and wave band;
clectronic ray tuning,
Battery operated sets are

also included in the line.—
Radio Retailing, September,
1936.

27 GrRUNOW

General Household Utilities
Corp.

Model: 733.

Description: 7-tube all-wave,

clock type tuning, 12-in.
speaker, 6-in. airplane type
dial, 550-18,000 kc.
“Teledial” tuning, patterned
after a telephone dial, is
featured this season in some
of the Grunow sets.
36 sets make up the com-
plete line, six of which are
for farm, camp or boat use.
Metal tubes are employed in
many models. Two-thirds
of the line are consoles, fol-
lowing the trend towards
larger sets. Electric eye
tuning makes its appearance
on the 7, 8, 9-tube sets.
—Radio Retailing, Septem-
ber, 1936.

28  DewaLD

Pierce-Airo, Inc.

Models: 622, 619, 618.

Description: 622, 6-tube uni-
versal  superhet, 175-550
meters.
619, 6-tube a.c.-d.c., 75-555
meters.
618, 6-tube, a.c.-d.c., 18-52,
60-555 meters.
All models also available
for long-wave operation at
$1.75 additional.

Prices: 622, $25.75; 619,

$27.50; 618, $37.25.—Radio
Retailing, September, 1936.

[ ]
29 MARCONIPHONE

Marconi Bros., Inc.

Models: Portable automatic
combination.

Description: A.c-d.c. radio
phonograph combination
with automatic record
changer in a console cabinet.
Radio uses nine tubes, and
receives botlt standard and
European wavebands.
Automatically changes
eight 10-in. Plays 12-in.

records. Repeats any
record. .
Several other  automatic

combinations in the table,
console and portable styles
are made.—Radio Retailing,
September, 1936.

30 caroD
Garod Radio Corp.
Models: 370C, 4110, 4110-
LC.

Description: 370C, 7-tube, a.
c. 3-band laydown table set.
Range 16-53, 75-555 meters.

Polychromatic dial scale,
octal tube sockets,
4110, 11-tube, a.c. 4-band

16-555 and

Centro-
Master automatic control
unit, improved Vision Mas-
ter.

upright table.
870-2060 meters.

4110LC, 11-tube, 4-band
phonograph combination.
Supersensitive balanced

electro-magnetic pick-up and
powerful a.c. motor. Also
available with automatic
record changer to play 8
10-in. records continuously
without  attention. 12-in.
records manually —Radio
Retailing, September, 1936.

31 PHILCO

Philco Radio & Television Co.

Models: 604C, 604X, 116X
De Luxe.

Description: 604C, 5 tubes,
two tuning ranges. Has
full vision tuning with dial
and all controls mounted on
top of the set. Color sta-
tion indicator with foreign
stations named.
604X, 7 octal base tubes,
console, foreign tuning
system, color dial, inclined
sounding  hoard, shadow
tuning, concert grand elec-
tro dynamic speaker. Three
tuning ranges.
116X De Luxe, high fidel-
ity audio system, 15 tubes,
S5 tuning ranges, acoustic
clarifiers, inclined sounding
board, twin tone controls,
automatic tuning by which
favorite American stations
are tuned in by twirling a
dial.

Prices: 640C, $3995; 640X,
$89.95; 116X, $195.—Radio
Retailing, September, 1936.

32 RCA VICTOR

RCAd Mfg. Company, Inc.

Model: 6T2.

Description: 6 tube, 3 band,
metal tubes, 540-18,000 kc.,
8-in. speaker, edge lighted
dial, phonograph connection,
automatic tone compensa-
tion.

There are 28 models under
$100 in the new line and sev-
eral sets go down to 60,000
kc. where the two-way po-

{

i

i

lice conversations may be
heard.

Several table models are
available in white for bed-
room or kitchen use. The
complete line includes 8
consoles, 17 table sets, 3
combinations, a high fidelity
phonograph, a radio record
player and 4 farm sets.—
Radio Retailing, September,
1936.

33 TIFFANY-TONE

Herbert I{. Horn Mfg. Co.

Models: 83W, 62, 83C.

Description: 83W, 8-tube, 3
band a.c, allwave superhet.
6-in. electrodynamic speak-
er, large “E-Z-tune dial"
Magic Beacon tuning, met-
al tubes. Walnut and an-
tique white table cabinet.
62, 6-tube, two-band a.c. set
with 6-in. speaker. “E-Z
tune” dial, “G” type tubes.
“Laydown” cabinet.
83C, 8-tube, 2-band a.c. all-
wave cousole, 12-in. speak-
er, 8-in. oval “E-Z tune”
dial, magic beacon tuning,
metal tubes.

Prices: 83W, $46.95; 62,
$31.95: 83C, $69.95.—Radio
Retailing, September, 1936.

W |
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THE PUBLIC’S MAGIC KEY TO ENTERTAINMENT

jis!

IS YOUR

... RCA Victor’s outstanding
Sunday radio program turns

listeners into prospects...
sends them to YOU...to BUY!

VERY Sunday afternoon RCA Victor sponsors
E the Magic Key radio program —a full hour
of diversified entertainment heard by millions
throughout the nation. And every Sunday RCA
Victor sends powerful sales messages into the
homes of this vast audience — messages that cre-
ate new prospects—send them marching to your
store—to BUY'!

One dealer in Dallas told us recently that the MAGIC VOICE SERIES. .. Model 9K-2, console with Magic Voice,
Magic Brain, Magic Eye, RCAMetal Tubes. A 9-tube, 5-band superhetero-
dyne. Foreign, domestic, police, aviation, amatcur, U. S. weather reports.
Phonograph connection and 13 other important features. . $129.95

Magic Key program had led directly to six orders
—all for high-priced sets—and one for the most
expensive instrument in the 1937 line! And this
is but a typical example!
It will pay you to regard the Magic Key pro-
gram as your Magic Key to Greater Profits. Back EXTRA VALUE
his b 1 d the ad E g : SERIES...Model 5-X.
up this broadcast and the advertising in natic nal S
magazines with the many sales helps RCA Victor ;. pc. Dome:tic pro-
makes available to you. Feature the great 1937 grams, short wave
RCA Victor radios...EXTRA VALUE SERIES  (49m.), police, alvli-
of 28 models under $100 ... MAGIC VOICE atlon’amatej;g 955'
SERIES from $129.95 up.Push them forall they’re
3 . Al prices f.o.b. Cardern, N. J.
worth—and they’ll be worth plenty to you! (Subject to change wibout

notice.)

RCA Manufacturing Co., Inc.,
Camden,N. J. A service of the

Radio Corporation of America
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THROUGH THE YEARS IT HAS ALWAYS BEEN RAY- ¥\
THEON'S POLICY TO PROTECT ITS DEALERS AND JOBBERS " @

THROUGH A RIGID RETAIL PRICE SETUP. RAYTHEON'S s\ To
TUBES ARE FAIRLY PRICED TO GIVE RAYTHEON DEAL-

ERS REAL PROFIT PER TUBE OVER OTHER TUBE LINES.

BECAUSE OF RAYTHEON'S :UNUSUALLY HEALTHY WY,
GROWTH, THE SALE OF RAYTHEON TUBES HAS NEVER

BEEN “FORCED". RAYTHEON TUBES ARE NOT ADVER-

TISED AT CUT PRICES.

TO AID RAYTHEON DEALERS IN FULLY CAPITALIZ-
ING ON THE TREMENDOUS PUBLIC ACCEPTANCE OF
RAYTHEON'S QUALITY AND NAME, OUTSTANDING
SELLING HELPS ARE SUPPLIED RAYTHEON DEALERS,
INCLUDING SIGNS, POSTERS, BANNERS, COUNTER
CARDS, WINDOW DISPLAYS, NEWSPAPER MATS, RE-
PLACEMENT CHARTS, TECHNICAL DATA SHEETS, ETC.

WRITE RAYTHEON TODAY FOR YOUR SUPPLY OF
THESE AIDS TO GREATER TUBE PROFITS.
/

O

THE MOST COMPLETE UN—All TYPES OF GLASS, OCTAL BASE, METAAND AMATEUR TRANSMITIER TUBES

RAYTHEON PRODUCTION CORPORATION

420 Lexington Ave., New York, N. Y. 55 Chapel Street, Newton, Mass.
445 Lake Shore Drive, Chicago, llinois 555 Howard Street, San Francisco, Calif.
415 Peachtree Street, N. E., Atlanta, Ga.
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34 FADA

Fada Radio & Electric Co.

Model: 212C, 260D.

Description: 212C, 12 metal
tubes, all wave, Phantom
Flash-O-Graph tuning sys-
tem, ultra  hi-frequency
band, “minute log” edge
lighted airplane dial, free-

wheeling tuning, 12-in.
speaker.
260D, 6 tubes, Universal.

black Bakelite cabinet trim-
med with chromium. Amer-
ican and police broadcasts.
Built-in antenna. 5-in.
speaker.

Fada is laying special stress
this season on its Bakelite
and Plaskon models which
are available in walnut.

black, ivory, ivory-and-gold,
black-and-chromium, etc.
Prices: 212C, $149.50: 260D,
$24.95. — Radio
September, 1936.

Retailing,

35 AUTOMATIC

Automatic Radio Mfg. Co., Inc.

Model: A5, J50, J60, J80,
F10, C4, S6, Es6, T.

Description: AS auto radio,
5 tubes; J50 auto, 5 tubes;
160 auto, 6 tubes; J80 auto,
8 tubes; F10 auto, 5 tubes.
C4, table, 540-4,400 kc., a.c.,
d.c., 4 tubes; S6, table, 545-
4,200 a.c,, d.c.. 6 tubes; EO.
table, a.c., 550-1,500 and
55,000-15,600 kc., 6 tubes:
T, table, 540-4,400 kc., a.c.,
d.c., 5 tubes.—Radio Retail-
ing, September, 1936.

36

CASE HALLICRAFTERS

Case Hallicrafters Corp.

Models: 601, 701, 801, 802,
1001, 1101, 1102, 58.

Description: 601 console,
550-18,000 kc., a.c., 6 tubes;
701 console, 540-18,000 kc.
a.c., 7 tubes; 801 console,
540-18,000 kc., a.c., 8 tubes;
802 console, 540-18,000 kc.,
ac., 8 tubes; 1001 console,
540-18,000 kc., a.c, 10
tubes; 1101 console, 540-24,-
000 kc., a.c., 11 tubes; 1102
console, 540-21,000 kc., a.c..
11 tubes; 68, table, 550-18,-
003 kc., ac., dc, 5 tubes.

Prices: 601, $49.50; 701,
$59.50; 801, $69.50; 802,
$89.50; 1001, $109.50; 1101,
$124.50; 1102, $139.50; 68,
$23.95. — Radio  Retailing,
September, 1936.

37 SENGBUSCH

Sengbusch Self Closing Ink
Stand Co.

Model: Radio Desk Set.

Description: Combination
radio, clock, writing set and
desk lamp. International

Kadette chassis, Waltham,
Seth Thomas or Lux elec-
tric or spring wound clocks.
Plaskon or Bakelite cabinet
in striking colors.

Price: $39.50 to $49.50.—
Radio Retailing, September,
1936.

38 TRAV-LER

Trav-Ler Radio & Tel. Corp

Model: 41.

Description: Deluxe cabi-
net, finished both front and
back. illuminated  wrist
watch dial, a.c.-d.c., 4 tubes,
550-1750 ke.

Price: $17.95.—Radio Retail-
ing, September, 1936.

39 SENTINEL

Sentinel Radio Corp.

Model: 1937 line of radios.
Description: 70AC, 5 tubes,
a.c, consolette, 540-1720
and 2300-2500 kc.
52AT, 5 tubes, 540 kc.-18.1
mc, table.
52ACT, same in consolette
cabinet.
52AC, same in console cabi-
net.,
52ATE, 6 tubes, 540 kc.-18.1
mc., automatic tuning device.
46AT, 7 tubes, 540 kc.-18.1
mc, table.
46AC, same in console.
46ACE, 8 tubes, 540 kc.-18.1
mc, four all-metal tubes,
tuning indicator, convo'e.
S7ATE, 9 tubes, 530 kc.-20.5
mc, tuning indicator, 5 metal
tubes, table.
57ACE, same in console.
47ATE, 11 tubes, 132-390,
535-6300 kec., 6.3-23.5 mc.,
tuning indicator, table.
47ACE, same chassis in con-
sole,

Prices: 70AC, $29.95; 52AT,

$20.95; 52ACT, $39.95;
52AC, $4995; 52ATE,
$39.95; 46AT, $49.95; 46AC,
$64.95: 46ACE, $69.95:
S7ATE, $69.95; 57ACE,
$80.95; 47ATE, $90; 47-

ACE, $110—Radio Retail-
ing, September, 1936.

40 TROY

Troy Radio Co.

Model: 75PC.

Description: Portable

phono-radio combination
with RCA pick up. Remov-
able top, five tube superhet
chassis.
Many of the sets in balance
of line may be had in white.
Cabinets are unusually mod-
ernistic in line.

Price: 75PC, $44.95.—Radio
Retailing, September, 1936.

4] ADMIRAL

Continental Radio & Tel. Corp.

Models: E325, “Leader”.

Description: E325, 4-tube,
6-volt lay-down table set,
43-550 meters, 6-in. perma-
nent magnet dynamic speak-
er, illuminated 5&-in. air-
plane dial, battery drain
less than 1.2 amp.
“Leader” console, tilt tun-
ing, 11 metal tubes, 12-in.
speaker, 16.4-550 meters.

Prices: E325, $29.95; Lead-
er, $69.75.—Radio Retailing,
September, 1936.

4?7 HALSON

Halson Radio Mfg. Corp.

Models: Line of radios.

Description: Model 05
midget, 5 tubes, a.c.-dc,
540-4500 kc.; 100M, midget,
6 tubes, a.c.-d.c., 550-2500
ke.; SORL, midget, 150-350
and 550-1500 kc. a.c.-dc.
6 tubes; 60M, midget, 510-
4500 and 5800-18,000 kc.,
a.c.-d.c., 7 tubes; 60L,
midget, 150-350, 550-1550,
5800-18,000 kc., a.c.-d.c., 7
tubes; 606, midget, 550-
4500, 5800-18,000 kc., a.c.,
7 tubes; 61.6, midget, 150-
350, 550-1550, 5800-18,000
ke., a.c, 7 tubes; 536.
midget, 550-1750, 5800-
18,000 kc., a.c., 5 tubes;
50X, midget, 550-2500.
5200-18,000 kc., a.c.-d.c., ©
tubes; SLE, midget, 150-
350, 550-1500 kc., a.c-d.c.
CW7 console, 550-4500,
5800-18,000 kc., a.c.-d.c., 7
tubes; 1900 console, 150-
400, 550-42,500 kc., a.c.-d.c.,
19 tubes; 1500, console,
150-400, 550-42,500 kc., a.c.-
d.c., 15 tubes; 1100, con-
sole, 550-4500, 5800-18,000-
ke.,, a.c.-d.c,, 11 tubes;
AMG6C, console, 550-4500,
5800-18.000 ke, a.c., 6
tubes; 56U, auto, 550-1500.

Price range: $22.50 to
$169.50. Auto-radio, $36.25.
—Radio Retailing, Septem-
ber, 1936.

Know as much about whkat’s on the market as your competition

RADIO RETAILING, SEPTEMBER, 1935
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NEW ACCESSORIES

49 ELECTROTONES

43 PHONETTE

Electro-Acoustic Products Co.

Model: FPhonette.

Description: High quality
radio attachment for re-
producing musical record-
ings in combination with
a radio. Consists of a con-
stant speed self-starting
motor, turntable and
crystal pickup. A.c.-d.c.
operation.

Also available, the Mag-
navox  “Playfellow” a
unique portable, designed
for summer homes, col-
lege rooms, etc.; the Con-
certo, table model electric
phonograph.—Radio Retail-
ing, September, 1936.

44 SscHWARTZ

Schawartz Ornamental Glass

Corp.

Model: Mirror radio cabi-
net.

Description: Mirror-covered
radio boxes in various colors.
Adapted to most any of the
smaller sets. A large vari-
ety of grille designs.—Ra-

Does competition have you down?

dio Retailing, September,
1936.
PAGE 56

45 CRAM

George F. Cram Co.

Model: 310.

Description: 12-in. globe,
glass ball, mounted on one-
half meridian showing de-
grees, allowing ball to re-
volve like an ordinary globe.
Can be illuminated at night
for ecasier reading or decora-
tive appearance.

Price: $15.—Radio Retailing,
September, 1936.

46 GENERAL ELECTRIC

General Electric Company

Models: Radio Time Clock.

Description: An ingenious
time-switch clock with a dial
which indicates time in im-
portant parts of the globe.
The radio receiver, which
plugs into the back of the
clock, is switched on one-
half minute before the de-
sired program starts giving
the set time to warm up.
Molded case in mottled wal-
nut finish.  Self-starting.—
Radio Retailing, September,
1936.

47 cLokTROLA

Clock Control Corporation

Model: Radio time clocks.

Description: Turns radio or
other electrical devices on or
off automatically as many
times a day as desired. A
time key for every half
hour. Radio turns off auto-
matically at the end of the
period. That 1is if the
seven o'clock key is set the
radio goes off at 7:30.
Three models are available,
two square and the illus-
trated type—Radio Retail-
ing, September, 1936.

48 skyriLOT

Sky Pilot Organization

Model: World-wide clock.

Description: For overseas
listening, has a.m. and p.m.
designations as well as the
24-hour figures for countries
employing 24-hour  time.
Gives corresponding time
throughout the world.
Spring wound in a brushed
brass case of modernistic
design.

Price: $3.95.—Radio Retail-
ing, September, 1936.

Harris Manufacturing Co.

Models: Six, Sixty, Sixty-
Six.

Description:  Six, record
playing adaptor to convert
a radio into a combination.
Easily installed and of un-
usual design. Equipped
with self-starting motor

and improved  crystal
pick-up.
Sixty, record playing

adaptor in the form of an
occasional table to Dbe
placed near a chair. The
lid is turned back expos-
ing the record player on

the top. Two shelves are
provided for  records.
Plays eight 10-in. or seven
12-in. records consecu-
tively.

Sixty-Six, an  attrac-
tive table model of mod-
ern horizontal  design.
Equipped with automatic
record changer, plays
eight 10-in. records or
seven 12-in. records con-
secutively; has self-start-
ing two speed motor with
improved crystal pick-up,
may be attached to the
radio. The legs may be
detached in a moment al-
lowing the main body of
the cabinet to be used as
a table model and placed
on the radio console or
elsewhere in the room.

Prices: Six, $39.50; Sixty,
$79.95; Sixty-Six, $89.95.
—Radio Retailing, Septem-
ber, 1936.

The answer may be here

RADIO RETAILING, SEPTEMBER, 1936
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The DEALER'S GHOIGE for 13371—
fast hecoming the PEOPLE'S CHOICE, too!

Early reports show czstom'shz'ng

swing to Westinghouse

TABLE MODEL, WR-209. Standard and

Police Bands, Spot-lite Tuning; Spectrum .
ales up all along the line
1 R O,

We promised you a Westinghouse landslide in 1937,
and even this early in the campaign, our predictions
are being borne out. State after state is reporting
“sales up”’.
TABLE MODEL. W10 And why not? A pre-season poll of thousands of
D prospective radio buyers told us what the people
wanted in a radio. We built the 1937 Westinghouse
line accordingly. We built the right models, put in
the right features, priced each set at the right level
for profitable sales.

So, make the first move toward turning Westing-
house popularity into profits. For complete in-
formation, call your nearest Westinghouse Radio
Distributor or write Merchandising Headquarters,
Westinghouse Radio, 150 Varick St., New York,N. Y.

Feature Planks in the Winning
Westinghouse Profit-Platform

Precision Tuner  Station Stabilizer Three- Position Bass
Precision Eye Dual Selector Drive Tone Control
Precision Hand  Auditorium Speaker Three-Position Trehle
All-Metal Tubes Push-Pull Output ~ Yone Control

CONSOLE, WR-314. Weather, Pqi'cc, Spectrum Dial  Low Volume Bass High Fidelity Control
Morsign and Standard Bands, Precision | Spot-lite Tuning  Compensation ~ Beam Power Amplifier

Tuner, Precision Eye, Precision land,
Spectrum Dial.

Westinghouse (
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CONSOLE, WR.310. Stand-
ard and Police Bands.
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50 MARK-TIME

M. H. Rhodes, Inc.

Device: Series 4512 portable
time switch.

Description: Automatic op-
eration anytime within 12
hours, turns on or off at
will of operator, direct
reading dial, brown bake-
lite with chromium finish,
complete with 6-ft. cord
and series tap, rugged

spring movement, device
consumes  no  current,
causes no radio inter-

ference, works on either
a.c. or d.c. up to 10 am-
peres 125 volts—Radio Re-
tailing, September, 1936.

5 TOBE

Tobe Deutschmann Corp.

Device: Auto-radio antenna.

Description: Telescoping
type rod designed to be
fastened to rear bumper
or other convenient point
and extended upward
length when telescoped is
3-ft, length extended is
8-ft., equipped with rugged
mounting bracket and
necessary insulation, tun-
able for use as S5-meter
transmitting antenna, no
tools necessary for in-
stallation—Radio Retailing,
September, 1936.

Circle. sign and mail the cards.
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52 MacIc LION

Magic Lion Manufacturing Co.

Device: Tuning indicator.
Description: 6E5, 6G5 or
2ES tube  housed in

bronze-finish unbreakable
accessory unit for attach-
ment to receivers having
automatic volume control.
—Radio Retailing, Septem-
ber, 1936.

53 TACO

Technical Appliance Corp.

Device: De Luxe self-select-
ing antenna system.

Description: Permits high effi- ¢

ciency reception of either

standard broadcast or short-~

wave signals without man-
ual switching, features ar-
mored aerial wire which has
a special high-tension core
around which copper con-
ductors are grouped, low-
loss cross-bar insulator at
top of antenna transformer,
set coupler.

Price: $6.75—Kadio Retail-

ing, September, 1936,

54 cENrAL

General Manufacturing Co.

Device: Number 45 aliwave
coil combination.

Description: Furnished
completely  shieldled and
wired, frequency range is 5
mc. to 16 mc., 1.6 mc. to
5 mc.. 520 kc. to 1600 kc.
and 145 kc. to 400 kc., in
four bands—Radio Retail-
ing, September, 1936.

i
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55 emerson

Emerson Radio and Phono-
graph Corp.

Model: Antenna Kit.

Description: All-wave, high

fidelity antenna kit, for
maximum  sensitivity  to
short-wave broadcast, clari-
fication on all wave bands,
and automatic tuning of the
antenna to the desired sta-
tion.

Price: $5—Rudio Retailing,
September, 1936.

56 corwico

Cornish Wire Co.

Devices: Self-selecting im-
pedance matching trans-
former, allwave antenna sys-
tems.

Description:  Transformer
(illustrated) comprises an
arrangement of induct-
ances and capacitances so
engineered as to permit
passage only of specific
frequency to which asso-

ciated receiver is tuned,
designed to work with
twisted - pair downlead.

Noise-master antenna sys-

tems include models 14,

18 and 19, one non-select-

ing and two self-selecting

types for allwave rvecep-

tion.
Prices: Transformers, 95c.
Antenna type 14, $6.75.
Antenna type 18, $3.40.
Antenna type 19, $4.30.—
Radio Retailing, September,
1936.

57 WINCHARGER

Wincharger Corp.

Device: De Luxe model 37.

Description:  6-it.  Albers
airfoil propeller, centrifugal
airbrake governor and bal
ancer, designed for low-
speed charging, air-cooled.
grease sealed ball bearings,
front end commutator, easy
access to brushes, collector
ring of same design used on
32-volt units, 5% ft. rigid
angle iron tower, stationary
tail vane, hand brake, am

meter, cut-out and panel.
starts i 8%-mile wind.—Ru-
dio  Retailing, Secptember,
1936.

=

58 FiLTERCON

Continental Carbon, Inc.

Device: Main line noise filter
model F1005DH.

Description: Designed for
connection between main
line fuse plug and individual
circuit fuse plugs, provided
with mounting bracket for
open panel installations, 4
by 3 in. in diameter, con-
servatively rated to carry 10
amperes at 110 or 220 volts.

Price: $5 list.—Radio Retail-
ing, September, 1936.

It>s the nearest thing (0 a national trade show

RADIO RETAILING, SEPTEMBER, 1936
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Time-Saving Information

® Certain radio sets develop trouble
peculiar to their particular type of
circuit, Each month ‘‘Tricks of the
Trade’’ explains how to locate and fix
specific set fallures. The following
are examples of the curt, practical
way Radio Retailing offers this vital
information to you.

BREMER-TULLY. BRUNS-
WICK S8

Bad volume control . .
Often due to fibre projecting too
high, causing rotor arm to miss.
Push fibre down before replacing
control.

CLARION 60, 61

Set dead or very scratechy . . .
Look for faile of special audio
input transformer primary. Re-
place with same device or sub-
stitute resistance coupling. Tone
will suffer if ordinary trans-
former is used for replacement
due to special characteristics of
original.
CROSLEY 143
lights when set

t

Replace leaky 8 mike, 150 volt
condenser.
MOTOROLA 77

Toor tone . . . Check to see
if voice-coil or fleld wires have
been reversed. Thia causes voice-
coil form to become blackened
and charred inside due to heat.
If swollen, discolored appearance
is noted replace.
RCA 120

Operates at low volume on
strong  signals, intermittently
conies up to good volume . .
Check .05 condenser between
center terminal of volume con-
trol and control grid lead of
2ZB7 second detector.

@ Every issue of Radio Retailing will
bring you more of these “Tricks.
File them and in a short time with
this FREE book You'll have a service
manual of un-equalied value.

RADIO DEALERS

Saves your timel

I ERE at last is a trouble-shooting

guide that will ring the bell with
every serviceman and “dealer in the
radio game. It contains no useless
description, no theories, no amateur
data. Every single one of its 56-pages
is packed with practical, hard-bitten
“how” information that can be used
profitably on your service jobs every
day in the year. “Tricks of the Trade”
is a service book that is different.

RADIO SERVICEMEN

Get this new radio book

Explains just how to spot and
repair over 700 set troubles.

Saves your money!

active radio men from their own experiences.
Why spend hours testing and re-testing a
balky set, when with this book, you can put
your finger on the most probable cause of the
trouble in a few seconds.

@ These “Tricks” will show you how to spot
a lot of troubles that won’t show up in any
test equipment. If you value your time and
are interested in saving yourself a lot of
headaches—get a copy of “Tricks of the
Trade”—today. IT IS FREE TO YOU if

you accept this offer now.
Once you get your copy you won't

part with it for a minute. This one
book contains:

How to Get This Book

704 tested ways of finding and
fixing the troubles in specific
set circuits.

157 tube socket diagrams show-
ing the connections for that
many tubes.

FREE

Fill in and returu the order blank below
with the subsecription fee to cover one
year of Radio Retalling for $1 or three
years for $2 and you receive this new
book—FREE—as our gift.

Reference charts showing—the
cost of electricity used in operat-
ing various appliances—the cor-
rect and incorrect way to install The book is not for sale separately. No
radio aerials—reception spectrum credit orders can be accepted. Don't de-
—&LS; lay. They won’t last long. Mail your

® Every one of these “tricks” (see typical ex- order—NOW.

amples in column to left) were volunteered by

| Mail this coupon and payment — T oday!

PRESENT SUBSCRIBERS NOTICE

I'resent subscribers ruay obtain a cupy
of this FREE book by 1enewing their
present subscription.  Regardless of
when your present subscrlphon ex-
pires, you must send in_another
PRE-Paid renewal order. Your sub-
seription will be extended for addi
tional time without duplication. No
pievious renewal orders count. We
must show a matching order for
every hook sent out. Mail in your
order and payment today.

This offer only applies to U. S,
and possessions, Canada, Mexico and
Central and South America. All
other countries add 50c to rate 'to
caver postage charges on book.

All books are sent out by ex-
press to insu